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Sct metal moulding floor display unit 
ains 8 tubes of "easy-to-install" consumer 
apes conveniently cut to 6 ft. lengths, ready 
wrapped and complete with screws and nails. 
Full color counter display card and {00 six 
age consumer folders show uses of ''Trim-it- 
ourself’ and explain the ‘simple as |-2-3" 
method of rt Unit occupies less than 
2/2 square feet of floor space in your store. 


ZH 

g 
~ Through your store daily pass hundreds of home- th 
makers eagerly searching for new ways to improve 
and beautify their homes. CHROMTRIM "'Trim-it- 
Yourself’ Metal Mouldings reveal countless oppor- 
tunities for anyone who can wield a hammer to make 
his own home improvements or repairs and beautify 
every room from cellar to attic with lustrous metal - 
trim. The "Trim-it-Yourself" merchandising display exconain se 
dramatizes the many installation possibilities of eight 
practical metal moulding shapes. Complete with 
instruction folder, nails or screws, "Trim-it-Y ourself" 
fulfills the quest of every homemaker. One "Trim- 
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No No. 6025 
COUNTER (FACE) COUNTER (FACE) 
EDGING EDGING 





it-Yourself" unit will prove to you why hundreds of :2OOR SADDLE 
other dealers are ordering refills for this popular 
profit builder. Z Zo 
NATIONALLY ADVERTISED — NATIONALLY ACCEPTED - 
ee — — Sold Only Through a Nation Wide STAIN NOSING paghae 
. R. D. Werner Co., Inc., 295 Fifth Ave., New York | Otentbuter Grganteation (CORRUGATED) COVE SECTION 





} Dept. AL-329 
Please send complete ‘'Trim-It-Yourself" literature and prices 
} or/and catalog on regular Chromtrim line of 80 shapes. ...... 


\ Firm Name vivinatiiasiiiasila R. D. WERNER co. . INC. 


} Buyer's PN acide diininsctiecdaasibies 























SNE econ en 2 Manufacturers of Metal and Plastic Products 
OID ible ticsinnsgSitlescineibaxaesobeteip hia Zone State 
| Your Distributor’s Name .u..........0.0 295 FIFTH AVENUE NEW YORK 16, N. Y. 





|, 
) Please check nature of your business: 
* Distributor... .... Dealer Dept. Store....... 
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me . Factories: New York, N. Y. — Greenville, Pa. 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


1—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 
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PROTECT POROUS MASONRY 
SURFACES AGAINST WATER 
SEEPAGE WITH HAY-777E 


National interest in 


this product creates added 
traffic and sales for you! 





Water SEEPAGE is a national problem! Every rainfall brings seepage to porous masonry 
buildings in varying degrees. You can cash in on the country-wide interest in controlling 
water seepage by stocking and promoting Kay-Tite. No wonder Kay-Tite is a sure-fire item, 
for it provides a real, practical answer to water seepage problems. 


Kay-Tite is made of finely ground, inorganic powders, which help to correct water seepage 
problems in porous masonry by penetrating into the masonry and sealing the pores. 


You can recommend Kay-Tite enthusiastically, for its performance has been proven ON-THE-JOB 
by builders, masons, architects and satisfied home-owners. Send for the profitable, fast- 
selling Kay-Tite $20.88 Deal, uniformly priced from Maine to California. Clip the handy coupon 
today. Kay-Tite Company, West Orange, N. J. 


Ernst Hardware Co., Seattle Distributors for State of Washington 


Kay-Tite Company, West Orange N. J. 
Send us the Kay-Tite $20.88 Deal—6é6 
cons White, 6 cans Grey. My cost $20.88, 
Total Selling Price $34.80. Also available 


in 50-ib. drums. List price $11.00 
NAME 
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BIGGER MATERIALS SHORTAGES than occurred in 1946 are 


predicted by Expediter Creedon’s staff. The report says hardwood 
flooring, cast iron soil pipe, gypsum board and lath and lavatories 
will be more plentiful than last year, but will remain scarce. 
Greater shortages thdn last year, says the report, will be seen in 
lumber, builders’ hardware, bathtubs, toilet bowls, clay sewer pipe, 
door plywood, construction plywood, wire screening, box connec- 
iors for electrical wiring, toggle switches and nails. 


INTERESTING FIGURES ON HOME PRICES are disclosed by the 


National Retail Lumber Dealers Association. A survey of housing 
-octs shows that of the homes built by lumber dealers and their 
contractors last year, 25 percent were priced below $5,500 and 64 
percent below $7,500; only 16 percent sold over $9,000. 


INDUSTRY-ENGINEERED HOME will enter the home building 


picture this year, says H. R. Northup, secretary-manager, NRLDA. 
This program, jointly sponsored by NRLDA and the Producers’ 
Council, is being aided by the University of Illinois, where research 
into lower costs and better construction methods are being carried 
out. For the purposes of research, a number of small homes utilizing 
the principles of pre-cutting, pre-assembly, pre-planning and mod- 
ular scale production will be constructed and studied. 


TOTAL LUMBER PRODUCTION FOR 1946, according to the latest 


estimate by the Civilian Production Administration, is 34,491,310,000 
feet, a 23.4 percent increase over 1945. Production for December, 
1946 amounted to 2,601,901,000 board feet, a gain of 75.7 percent 
over December, 1945. 


AVERAGE MONTHLY RENTAL being paid by veterans ranges 


from $9 per month in Macon, Ga. to $46 in Hartford, Conn., a Census 
survey in 75 cities discloses. In 53 of the 75 cities surveyed, vet- 
erans are paying an average rent of less than $40 per month; in 
67 of the 75. cities surveyed, veterans said they could pay an aver- 
age increase of $5 to $25 per month. 


W-E-T BILL HAS BEEN REINTRODUCED under the guise of a 


long-range housing program aimed to encourage the construction 
of 15 million city and rural homes in the next 10 years. The Bill 
calls for a National Housing Commission. Existing housing agencies 
would be coordinated under this commission. 


VALUE OF BUILDING PERMITS is rising, Dun & Bradstreet re- 


ports. A survey of 215 cities disclosed that the February total of 
$166,545,448 was 6.4 percent above January and came after a rise 
of 5.8 percent in January above December. 


GET INTO THE RACE for the consumer dollar is the thesis of an 


item in the Weekly Letter sent out to members of the National Paint, 
Varnish and Lacquer Association. The idea back. of this item is the 
slogan adopted by the Radio Manufacturers Association and the 
National Association of Broadcasters for their forthcoming promo- 
tional campaign. Their slogan is: “A radio in every room.” 
SOMETHING NEW in guaranteed market contracts is now being 
proposed by Housing Expediter Creedon. He would like to see a 
specific limitation on the sales price of the house or a limitation on 
the period in which the house is to be delivered. This proposal is 
being attacked by NRLDA which sees this as a “blank check on the 
Treasury, obviously for experimentation, not for housing.” 


SALES WERE UP 36 PERCENT for the lumber-building-hardware 









































group in 1946 compared with 1945, reports the Department of Com- 
merce. Year-end inventories for the group increased 50 percent. 
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BOX SCORE 
New permanents completed less 
than one-half units started 


BELOW is the final box score of 
the 1946 housing program. 

Units started: 1,003,600. 

Units completed: 669,000. 

Breakdown by completions: new 
permanents, 453,800; conversions, 
45,300; new trailers, 48,000; tem- 
poraries, 101,900; schools, 12,900. 


FEWER STARTS * 


January figures lowest in a 
year; completions set record 

HOME starts in January were 
the lowest in 12 months although 
completions set a post-war record. 

Expediter Creedon said dwellings 
started in January totaled 53,600, 
the lowest number since January, 
1946, when 36,100 units were 
started. The completions in Janu- 
ary which set a post-war record num- 
bered 59,300 permanent houses and 
apartments. 

Dwelling units of all types com- 
pleted in January set a new high 
at 98,700 units. Besides new homes 
and apartments, these included 
6,000 units converted from existing 
dwellings, 5,000 trailers, 26,600 ac- 
commodations built under the gov- 
ernment’s temporary re-use housing 
program and 1,800 temporary ac- 
commodations built by cities and 
educational institutions. The De- 
cember total for all types was 93,- 
300. 

Now that materials are coming 
into better supply completion time, 
which has been as much as eight or 
nine months in some areas, has 
dropped almost one-third. 


MATERIALS OUTLOOK 


Government predicts shortages 
of a number of vital items 


HERE is the materials produc- 
tion outlook for 1947 as seen by the 
Office of Temporary Controls, Civil- 
ian Production Administration. 

Lumber—estimated production 36 
billion feet plus one to 1.5 billion 
feet of imports, mostly softwoods 
from Canada. Requirements are ex- 
pected to fall between 34.8 and 36 
billion feet. 

Portland cement—outlook favor- 
able with fewer cases of shortage 
than encountered in 1946. Possibly 
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some shortages this spring. Produc- 
tion expected to exceed requirements 
of approximately 180 million bar- 
rels. 

CONCRETE BLOCK 

Concrete block—ample supply in 
prospect. Rapid expansion of pro- 
duction facilities toward the end of 
1946. Requirements estimated at 
less than one billion units. 

Unglazed structural tile—local 
shortages may be expected, but will 
not be serious because of the avail- 
ability of concrete block as a substi- 
tute back-up material. Production 
not expected to exceed demand by 
much. 

Common and face brick—output 
estimated at six billion brick, re- 
quirements at 5.5 billion brick. 

Clay sewer pipe—tight all through 
1947. Requirements expected to ex- 
ceed production of 1.4 million tons. 

Cast iron soil pipe—most serious 
of materials problems for 1947. 
Cause is the shortage of raw ma- 
terials—pig iron and cast scrap. 

Asphalt roofing and siding—three 
new roofing plants and nine felt 
mills expected to be in production 
by the latter part of 1947. Require- 
ments expected to be considerably 
higher than last year, but estimated 
supply, about 85 million squares, 
should be adequate. 

Red cedar shingles—demand ex- 
pected to exceed supply throughout 
the year. Increasing number of 
small operators resuming operations, 
but they are expected to have diffi- 
culty in securing necessary equip- 
ment. 


Softwood pl y woo d—Estimated 
production of one billion 650 mil- 
lion square feet would exceed last 
year’s output by 15 percent. Expect 
50 percent of output in construction 
and door grades. Output is not ex- 
pected to satisfy all demands. 


GYPSUM BOARD 

Gypsum board and lath—unless 
producers of gypsum board and lath 
place greater emphasis on lath pro- 
duction in 1947 than they did last 
year, builders may encounter serious 
delays in construction or be required 
to emphasize dry-wall construction. 
Output in 1947 expected to surpass 
record-breaking 1946 production by 
more than 20 percent. 

Wire nails—shipments of wire 
nails hit a record post-war peak of 
78,500 tons in December, 1946, but 
local shortages will not be relieved 
and dealers’ stocks replenished for 
some time. 

Plumbing fixtures—requirements 
may exceed expected record output 
except for sinks. Production of 
lavatories expected to increase ap- 
proximately 35 percent over 1946 
output. Production of sinks and 
combinations will be sufficient so 
distributors can build up ample in- 
ventories. 

Hot water heaters—ample supply 
and some inventory accumulation 
possible. Produdtion expected to 
reach three million units, more than 
sufficient to meet all requirements. 





MILLWORK 
M ill wor k—production outlook 
brighter than early last year. Total 
millwork requirements are expected 
to be between 2.2 and 2.5 billion 
board feet of lumber. Pressure on 
millwork expected to be eased by 
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increased production of metal win- 
dows. 

Hardwood flooring — substantial 
proportion of the requirements for 
the VEHP and for residential main- 
tenance and repair should be met 
by an 80-95 percent increase over 
1946 production of this hard-to-get 
item. 

Builders’ hardware—output may 
fall somewhat short of requirements 
because of increased rate of comple- 
tions expected this year. Supply 
last year fell about 25 percent short 
of meeting demand. 


CHICAGO SLUMP 


Permits for new homes have 
fallen off quite drastically 


CHICAGO home construction in 
February, according to the Bell 
Savings and Loan _ Association, 
showed a decided slump compared 
with last year on the basis of per- 
mits issued. 

In February permits were issued 

throughout the Chicago region for 
a total of 610 dwelling units of all 
types valued at $4,547,055. This 
compared with 1,036 units for $7,- 
603,723 in February, 1946, and with 
821 units for $5,313,473 in January 
of this year. 
’ The one bright spot in the Febru- 
ary figures was home permits and 
valuations. Chicago increased its 
permits for apartment units with 39 
units started in February with a 
valuation of $114,200. 

Home construction in February 
in Chicago called for 187 permits 
with a valuation of $1,608,200, less 
than half as many as were issued 
the same month of last year and 
about one-half the dollar value. 


FLOORING 


Two new types expected to 
relieve current scarcity 





TWO new types of flooring to 
off-set the scarcity of hardwood 
flooring will be produced under gov- 
ernment guaranteed market con- 
tracts. 

The Office of Housing Expediter 
says the new type of hardwood floor- 
ing to be manufactured by the Lam- 
inated Wood Products company, 
Knoxville, Tenn., is “equal to top 
quality conventional hardwood floor- 
ing.” 

The flooring is made in a con- 
tinuous glue press from small-size 
cull-type hardwood logs not ordi- 
narily adapted to the production of 
hardwood flooring. The best part 
of the log is used for the top layer 
(the material is a three-ply cross- 
laminated hardwood flooring 1? 
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For the SELLING 
Days Ahead 


You'll Profit 


with 


When your customers 
again buy by . choice, 
psc Sep it will be to your ad- 
eT en nel “vantage to handle Red 
eae fence. For Red Brand has earned the confidence of 
farmers .. . confidence built up through the years. When they 
buy Red Brand, they know they are getting fencing that 
delivers extra long service and satisfaction. This consumer 
confidence in Red Brand means extra sales and more repeat 
business for Keystone dealers. 


Today, we cannot supply your demand — we are maintaining 
quality and brand recognition — 
important factors for you for to- 
morrow. Today and tomorrow, 
your customers look for the top 
wire painted red. 






KEYSTONE STEEL & WIRE CO. 
PEORIA 7, ILLINOIS 


one r 7 Sects 


RED BRAND 
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inches wide, any length), the 
mainder going into the other two 
layers. 

COMPETITIVE PRICE 


Proponents claim that because of 
its width—12 inches as contrasted 
with the 234 inch width of conven- 
tional flooring—the new type floor- 
ing can be laid with less labor. Cost 
of the new flooring is competitive 
with conventional hardwood floor- 
ing. 

The second type of flooring is a 
plastic composition which goes under 
the trade name of Oaktred. Kom- 
polite Company, Brooklyn, N. Y., 
the manufacturer, intends to furnish, 
the flooring material in powder form 
in moisture-resistant bags or drums, 
Ingredients include sawdust, as- 
bestos, binding chemicals. The com- 
bination is mixed with water on the 
site and then troweled on like cement 
to a minimum thickness of °¢ of 
an inch, 

After application, this flooring 
can be sanded to a smooth finish and 
then varnished or shellacked similar 
to hardwood strip flooring. Advo- 
cates say it can be applied to sub- 
flooring, concrete or over old flooring 
and can be scored to resemble tile 
or random-width oak flooring. It is 
installed by masons. 


NEW HOMES 


825,000 maximum starts this 
year, states Creedon's aids 





HOW many new homes can be 
started in 1947? 

There has been a lot of loose talk 
about a million units. Now [x- 
pediter Creedon’s staff have come 
up with a report saying not more 
than 825,000 can be started if Fed- 
eral controls and financial aids are 
continued and only 750,000 if they 
are dropped. 

Higher costs, materials searcities 
and other factors will prevent «ny 
more starts, states the report, which 
was based on the research of a score 
of staff members. Most of the esti- 
mates by the Department of Com- 
merce, Bureau of Labor Statistics 
and industry leaders were rejected 
hy the report. 

RESIDENTIAL ESTIMATE 

The one figure retained was the 
estimate of six billion dollars as the 
probable total of new residential 
building. The average cost per unit 
was placed at around $7,200. 

Two things were wrong with 
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<1 Will Expect STEEL DOOR FRAMES 


they 
The average home buyer has been educated al] welded construction means that Aetna 
eves 
ny . . . 7 . 
vhich in home construction. The benefits of steel _ tion of the time that it takes to erect mul- 


score 


to look for important basic improvements Steel Door Frames can be installed in a frac- 


ri door frames to the home owner are el » tiple unit frames. ..and at a lower cost. 
Com- obvious ... Permanency, Beauty and af ‘4 Hinges come welded to the AETNA 
. FRAME, bronze strike plate is fur- 


IS-Les 


ne the Wear Resistant qualities of steel. 


Equally important are the man cart nished and frames are prime coated 
q y P y P 


STEEL 
advantages to the builder. One piece, PEODUCTS at the factory. 





s the 
is the 


anitial . | 

ull AETNA STEEL PRODUCTS CORPORATION 

Manufacturers of Quality Hollow Metal Doors, Trim and Elevator Enclosures 
EXECUTIVE OFFICES: 61 Broadway, New York 6, N.Y. 


Send for this Aetna Steel Door Frame Booklet 


with 


AN & 
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Shortleaf Pine 


Lumber 








For Today 
and Tomorrow 


While Ozan mills make 
lumber for today's housing 
needs, tomorrow's timber 
crop is growing on the 
Ozan forest farm. 

But today our Number 
One job is PRODUCTION 
. . to supply our dealers 
with needed lumber and 
other building material. 
Making every effort to 
catch up with demand. 
High-speed production— 
but never at the sacrifice 
of quality. 

Every foot of Ozan Pine 
is scientifically kiln-dried, 
carefully manufactured, at 
all times kept under cover. 
The Ozan Policy: CON- 
SERVATION WITH USE. 


OZAN 


Lumber Co. 
Prescott, Ark. 











Power Falling of Craig Mountain Pine 


We're Modernizing 
Our Equipment 


Craig Mountain has always made it a 
point to keep its equipment modern. 
Many plant improvements that had 
to be deferred during the war are 
now being made. While these needed _ 
improvements are curtailing current 
production, customers will benefit 
from them in due course. 





Member of Western Pine Assn. 





CRAIG MOUNTAIN LUMBER Co. 
AT Ned al -t-3 02) am feledaley 
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NEWS aed TRENDS 





earlier rosier estimates, states the 
report. 

1. They did not take into ac- 
count that the 500,000 homes started 
but awaiting completion is three 
times as large as in 1946. This 
work has priority on materials. 

2. Earlier figures were based on 
the belief that the strict controls 
and lavish government help pro- 
vided under the two-year Wyatt pro- 
gram would be carried out. 

The report estimates that 900,000 
new houses will be completed this 
year. 


FINANCING 


Average mortgage increases 
in non-farm real estate 


NON-FARM real estate financing 
in the nation during January totaled 
approximately $847,000,000, about 
a third greater than in the first 
month of 1946, the Federal Home 
Loan Bank Administration reported. 

More than half of this rise, it was 
noted, was due to increases in the 
average amount of the mortgages 
made, since the number of such 
leans recorded in the month was only 
14 percent higher than in January, 
1946. 

By comparison—and _ illustrating 


a recent flattening off in the trend 
of home financing activity—mort- 
gages registered in July, 1946, num- 
bered 65 percent more than in 
July, 1945. 

Compared with last December, 
mortgage recordings in January 
were 1.3 percent greater in dollar 
amount. Commercial banks, mutual 
savings banks and savings and loan 
associations reported a smaller ag- 
gregate of financing for the month 
while figures were up for insurance 
companies, individuals and miscel- 
laneous lending institutions. 


Coming Conventions 

Apr. 11—Southeast Missouri Retail 
Lumber Dealers Association, Cape 
Girardeau, Hotel Marquette. 

Apr. 21-22—Southern California 
Retail Lumber, Assn., Los An- 
geles, Biltmore Hotel, exhibits. 

May %-8—Arkansas Association of 
Lumber Dealers, Little Rock, La- 
Fayette Hotel, no exhibits. 

May 17-25—Chicago Home Show, 
Coliseum, Chicago, exhibits: 
June 16-18— American Lumber 
Congress, Chicago, Congress 


Hotel, sponsored by National 
Lumber Manufacturers Associa- 
tion. 


No announcement yet from the 
following associations: Arizona Re- 
tail Lumber & Bldrs. Supply Asso- 
ciation; Lumber & Supply Dealers 
Council, Ga. 










































































“How about a wheelbarrow to haul home your purchases?” 
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Stran-Steel framing is a building product of Great Lakes Steel Corporation 


When they use Stran-Steel packaged framing for the 
first time, architects and builders alike are surprised 
that steel can be so easy to work with. Consisting of 
only a few basic types of framing members and fit- 
tings, the Stran-Steel system is simple and efficient. 
Yet it allows full flexibility of design. Practically 
any type of framing connection is possible, and 
any standard collaterals can be used. 


Two unique construction features make Stran-Steel 
packaged framing ideally suited for light-load build- 
ings. One is the fact that members can be quickly 
assembled with self-threading screws. The other is 
the patented nailing groove, an integral part of every 
Stran-Steel stud and joist. By means of this groove, 
collaterals can be nailed directly to the frame, just 
as easily as to wood. 


By virtue of its efficiency, Stran-Steel is economical. 
To prospective owners it represents a sound invest- 


~ 
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ment in long building life, simplified maintenance 
and added fire protection. 


GREAT LAKES STEEL CORPORATION 


Stran-Steel Division *« Dept. 29 * Penobscot Building « Detroit 26, Michigan 


UNIT 


OF 





STRANDRSTEEL 
FRAMING 





















BUILD WITH 


NATIONAL STEEL CORPORATION 
















Many times during the past few years our 
customers have had to turn to other sources 
for their lumber needs. 


We were often queried with “If others can 
offer it to us, why can’t you”? In some 
instances it was true, but in the main, the 
merchandise we could have supplied (and 
our customers got elsewhere) was far be- 
low the standard of quality which Schreiber 
maintained for so many years .. . and while 
we turned down much volume and the re- 
sultant profit, we did believe in holding to 
the standards of Schreiber quality; we were 
following a practical long term policy . . . 
and now we can prove it! 


The time has come. Buyers are balking at 
high prices, inferior quality and haphazard 
service. Our old customers, and new ones 
too, are looking to us again as their source 


of supply. 


As our customers look to us for quality lum- 
ber, we, too, are looking to manufacturers 
of high quality to supply our needs. 


If you want an outlet for quality lumber 
that has served the needs of a number of 
the Midwest’s outstanding industrials for 
more than 30 years, we invite your solicita- 
tion. 








—_—_—_—_—— 
—_—_— 
_—_—_ 
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meet EDITORS 


Likes Master Merchant Series 

To the Editors: The other morning when we opened 
our March 1 issue of the AMERICAN LUMBERMAN, we 
were delighted to see one of our Master Merchants of 
the Carolinas featured. 

We have had many favorable comments from dealers 
and others about this splendid article on Henry Mun- 
nerlyn and his activities in Bennettsville, S. C., and 
Marlboro county. 

You are rendering a real service to the forward-think- 
ing building material merchants in featuring them in 
this manner in your fine magazine. 

We would like to express our personal appreciation 
for giving recognition in this instance to such a worthy 
member of our own association.—E. M. GARNER, see- 
retary-manager, Carolina Lumber & Building Supply 
association, Charlotte, N. C. 

Thank you.—The Editors. 


Colleges Giving Light 
Construction Courses 

To the Editors: Would you be good enough to furnish 
me with the names of those universities mentioned in 
your editorial in the March 1 issue of your publication, 
that have installed courses leading to the degree of 
Bachelor of Science in light construction engineering 
and marketing. 

Your editorial is splendid and you are to be com- 
plimented.—M. W. SEARLS, Flintkote company Inc., 
New York. 

To the Editors: We note with interest your significant 
editorial in the March 1 issue of your magazine. 

We would certainly appreciate your sending us the 
list you have available naming the thirteen universities 
sponsoring these special 30-day courses—BERRY 
DOOR CORPORATION, Birmingham, Mich. 


Lists of the universities which offer the 
course leading to a bachelor’s degree and 
those having the 30-day course are available 
upon request to the magazine.—The Editors. 


Cost of Running a Yard 


To Mr. Hood: I have been very much interested in 
the many ideas that you have been putting into the 
AMERICAN LUMBERMAN since you became the editor. 
Many of them have been of particular interest to me 
as a retail lumberman. Your last issue set forth a 
detail of the expense taken from the actual experience 
of one hundred yards. That is a very vital bit of in- 
formation for all of us since it is gradually becoming a 
buyers market. The difference between good profits and 
mediocre or no profits will depend largely on how we 
watch our expense. I am very glad indeed to have 
that information. 

Another ‘thing that I have greatly enjoyed is front 
page of Master Merchants. They are educational as 
well as inspiring. I especially enjoyed the one about 
Mr. Hanna, as I served on the executive committee of 
the Southwestern last year, with him. . . .—C. J. 
COWLEY, Cowley Lumber & Hardware company, 
Olathe, Kans. 
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THE CONVENTION SEASON IN 
RETROSPECT! 


Part | 


Associations should reflect the new strength of 
the dealer! 


As the 1947 convention season draws to its close, 
dealers and their association officials should take 
pride in the rapid adjustment to peace time opera- 
tions. 

Gone without regrets is the platform parade of 
bureau officials with their edicts, directives, rulings, 
interpretations, penalties and persecutions. 

In their place industry men were on the rostrum 
emphasizing the new responsibility of producers and 
distributors, individually and collectively, to accept 
the obligations of freed enterprise to render an ade- 
quate public service. 

This year’s conventions, on the whole, were notable 
for their sobriety, the well attended sessions, the well 
patronized exhibits and the disciplined scheduling. 

Dealers and their associations have both emerged 
from the war numerically and financially stronger 
than before the war—or at any previous time, for 
that matter. 

The atmosphere reflected a sober, calm confidence 
in the future of the dealer, tinged perhaps with a 
flexing of the grown muscles and an over confidence 
in the new strength and freedom. 

There is one element of danger in the situation 
that deserves emphasis, and that is the tendency to 
forget the increased need for cooperative action at 
local, regional and national levels in the challenging 
period ahead. 

Governmental relations have occupied so much of 
the attention of dealers and have taken so much of 
the energy of association executives during the war 
that the removal of the most restrictive controls has 
brought an inevitable and understandable let down 
in cooperative thinking and action. 

This, coupled with the traditional rugged indi- 
vidualism always prevalent in our industry, might 
lead to a weakening of association structures and a 
lessening of cooperative activities if the greater need 
lor association work were not widely recognized and 
acted upon. 


The fact of the matter is that strong cooperative 
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structures are now needed in this industry as never 
before—even in war time. 


In the first place we are not as yet out of the woods 
of governmental control and interference by any 
means—and we will not be as long as the housing 
problem remains the sore spot it is in the public 
mind. Only the strongest kind of associated effort 
can cope with the public ill-will. 

Secondly, the public has a tendency to hold the 
investment factors in an industry responsible for its 
performance—the people with plants, facilities, ma- 
chinery, equipment, inventories, displays and stores 
—the producers and distributors! 


This responsibility can only be met by the co- 
ordination of producers and distributors in planning, 
in promotion, in education and action. In a highly 
decentralized industry, both production-wise and dis- 
tribution-wise, such as ours, these processes must be 
implemented cooperatively, 


The diversified industries producing the thousand 
and one items handled by the dealers are national in 
scope—the retail industry is primarily local. Co- 
ordination between producers and distributors in 
cooperative activities and unified action must be 
organized at the national level and then functional- 
ized at local and regional levels as well as on the 
national scene. 

Only a strong national association of dealers can 
do the job! Only because it is made up of strong 
regional associations can a national association be 
strong! 

The biblical injunction—‘“be ye of one body” seems 
to particularly apply here. 

Now more than ever the individual dealer should 
support his regional association, and through the 
regional the national. 

He should both contribute more and demand more 
from his association than ever before. 

This is the only road to security for the retail 
lumber and building material business. 





EDITOR. 
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R=t! L LUMBER and building 
material dealer’s Pledge of 
Public Service has been widely pub- 
licized since its official adoption by 
the National Retail Lumber Dealers 
association at a 1945 convention in 
Colorado Springs. Since that time 
the industry has had many oppor- 
tunities to see the pledge in print. 
Today, of course, many dealers all 
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over the Nation are patterning their 
business operations after the prin- 
ciples expounded in that pledge. 
Seldom is this so clearly demon- 
strated as it is in the merchandising 
empire headed by D. W. Mason. 
Here is an almost perfect example 
of the pledge in action. 

By his clear-cut adherence to the 
pledge, and his successful opera- 





WEB MASON, Master Merchant of the Light Construction Industry, is posed here against an out- 
line map of the territory his yards serve. 





The Pledge in Action 


Hint to those wanting to be successful building 
products merchants—follow the points of the Pledge 
of Service as you would climb the rungs of a lad- 
der. They lead to the same ultimate goal — success. 


\) 
\ MASTER MERCHANTS OF THE LIGHT 
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CONSTRUCTION INDUSTRY 





tion under its principles, Mr. Mason 
has stamped himself indelibly as a 
Master Merchant of the Light Con- 
struction Industry. 

Web Mason serves the mountain- 
eers of West Virginia and Virginia 
with five retail yards. Mingo Lime 
& Lumber company, the parent con- 
cern, operates yards at Williamson 
and Matewan, W. Va., and Grundy, 
Va. The New River Lumber com- 
pany, a subsidiary firm, main- 
tains establishments at Narrows and 
Blacksburg, Va. 

Mason lives in Pearisburg, Va.. 
where he is conveniently situated to 
indulge his hobbies of golf, bird 
hunting and raising Tennessee walk- 
ing horses. He is on the move fre- 
quently, however, and constantly di- 
rects the merchandising efforts of 
his five yards. This direction helped 
push last year’s total sales volume 
up to the $1,200,000 mark. 

He is ably assisted by a crew of 
aggressive managers: John Ruther- 
ford at Matewan, Fred Shortt at 
Grundy, George H. Frailin at Wil- 
liamson, Julian L. Webb at Narrows 
and George E. Mason at Blacks- 
burg. These men with Charles Perry, 
sales manager, comprise the key 
executive personnel of the organi- 
zation. A. L. Hays, son of the late 
C. W. Hays, former general man- 
ager, has returned from the army 
and will soon become a part of the 
management. 

INTERPRETING THE PLEDGE 

IT IS well known that the Pledge 
of Public Service is sufficiently flex- 
ible to allow dealers subscribing to 
it considerable latitude in their busi- 
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ness activities. But one thing is 
inevitable; any correct interpreta- 
tion and implementation of the 
pledge results in good merchandis- 
ing. All segments of the building 
industry — from manufacturers to 
consumers — are benefited. 

This is the story of how Web 
Mason put the pledge to work. Par- 
agraphs in italics are actual quota- 
tions from the pledge, and following 
each is a description of what this 
Master Merchant does about it. It 
is hoped that these will convey ideas 
to other dealers who are looking for 
the key to profitable operation under 
the provisions of the pledge. 

As a retail lumber and building 
material dealer, within the scope of 
my ability and resources, it is my 
purpose: 

To maintain a construction sales 
and service center with adequate in- 
ventories and displays of counter 
and warehouse merchandise con- 
cerned with construction. 

All of the five yards carry com- 
plete lines of construction materials 
such as lumber and millwork, hard 
materials, plumbing and electrical 
supplies, hardware and miscella- 
neous iron and steel items. Lines 
are standardized in all the yards to 








and facilitate 


simplify inventory 
moving materials from one yard to 
another, but this principle is not ap- 
plied too rigidly. For example, some 
of the smaller stores do not handle 
plumbing because of local competi- 
tive conditions. “Being located. in 


? 


small towns,” says Mr. Mason, “and 
trying to give consumers a legiti- 
mate service, it is inevitable that we 
must carry complete lines.” 

To integrate the elements which 
make wp construction service pack- 
ages, such as land, materials, equip- 
ment, design, fabrication, finance 
and utilities, so that the public will 


‘be afforded an opportunity to buy 


under a centralized sales and service 
responsibility the complete building 
package, installed or erected, ready 
to use at a pre-determined price. 

To coordinate the services of arch- 
itects, builders, sub-contractors, me- 
chanics, building finance agencies, 
producers and realtors, so that the 
public will receive the latest authen- 
tic information and guidance from 
these associates, who will also pro- 
vide the expert skill to design, as- 
semble, install, fabricate and deliver 
packages of building service. 

A brief description of how Mason 
built homes to order will serve to 
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illustrate these points. 

The first step was preparation of 
the plan. The company provided a 
selection of stock plans for those 
who wanted them— and also pro- 
vided the services of various com- 
petent designers (some of whom 
were on the payroll). A designer 
spent much time with the prospec- 
tive customer —“practically lived 
with him”— to understand his: reai 
needs and desires. Armed with this 
information, he prepared plans and 
blueprints which were approved by 
the customer. 

Next, a list of specifications drawn 
up around materials carried in stock 
was prepared. 

Then copies of the plans and spec- 
ifications were submitted to several 
contractors. The company rated con- 
tractors as Class A or Class B, de- 
pending on their reliability and past 
performance. Class A contractors 
were given preference on most jobs. 

All contractors interested in bid- 
ding on the job were expected to 
prepare materials lists. From these 
the company prepared a master ma- 
terials list. 

A formal meeting was held in the 
office at the yard. The customer and 
the contractors were present along 
with representatives of the lumber 
company. The contractors present- 
ed formal bids to the customer, who 
made his own choice of a contractor. 


The final step was to settle financ- 
ing terms and arrangements and get 
the project rolling. 

In this way all elements in the 
local building industry were brought 
into the picture and complete co- 
ordination was secured. 

I further pledge: 


To prospective home owners: a 
complete service with that quality in 
design, materials, construction and 
financing which will assure the maz- 
imum in health, comfort, conveni- 
ence, beauty, durability and low-cost 
maintenance. 

By maintaining high standards 
and operating by the plan outlined 
above, Mr. Mason offers all this to 
consumers. 


In addition he has done much to 
raise the standards of residential 
neighborhoods. An example of this 
is his Sunset subdivision, and other 
residential developments, for which 
he bought and improved land, built 
streets and put up 131 houses. Many 
of the homes he built on speculation 
for later sale, but the area also in- 
cludes some custom built homes. 

To all property owners: a com- 
plete service on repair, maintenance, 
remodeling, improvements and addi- 
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lions, including the workmanship of 
specially trained mechanics. 

Such customers are handled in the 
same way—and given the same 
services —as are customers for new 
homes. 


T'o farmers in my trading area: a 
complete farm building service 
which will bring modern comforts 
and conveniences to the farm home, 
will provide for adequate shelter and 
imcreased productivity of livestock, 
and will conserve produce through 
modern storage facilities. 


As far as new home building and 
improvement of old homes is con- 
cerned farmers are handled by the 
same method of treatment as are 
city customers. 


Mr. Mason also serves farmers by 
carrying complete lines of barn 
hardware, wire fencing, etc. A pack- 
age selling plan for farm service 
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buildings is being considered for fu- 
ture use, and when launched it will 
make the company conform even 
more closely to the provisions of the 
pledge. 


To contractors, industrial and 
commercial buyers: a complete line 
of materials and serviees for re- 
pairs, construction, maintenance and 


_ industrial uses. 


Stocks are sufficiently wide and 
complete to serve all these customers 
adequately. In fact, the company 
does an important volume of busi- 
ness by- selling materials to coal 
mining concerns in that area. 

To architects, contractors, realtors 
and financing agencies: a central 
sales headquarters with sales leader- 
ship, adequate sales promotion and 
year-round creative selling to the 
end that the maximum attainable 
volume of construction will be devel- 





oped to employ thetr services. 

The complete package selling pr 
gram outlined above is not static. || 
is energized by an aggressive’ sales 
organization and a team of com 
petent yard managers. As 4 reguli 
it creates a substantial volun 
of work for all of these industry 
factors. ne 

To my manufacturing and whol: 
sale suppliers: full cooperation in 
maintaining adequate inventories, 
suilable displays and effective me: 
chandising to the end that my trad 
ing area shall provide them an adi 
quate volume of annual consumption 
of their products. 

Mr. Mason likes to concentrate on 
the well-known, top-quality lines of 
merchandise. His shelves and ware- 
houses boast an impressive array of 
brand names. If he could get the 
merchandise, he points out, he could 
give his suppliers much greater an- 
nual consumption of their products 
in his territory than they are now 
getting. 

The Pledge of Public Service is a 
closely-knit unit, and dealers who 
live up to most of its provisions are 
probably living up to all of them. 
Creative package selling, for exam- 
ple, almost automatically leads to a 
big consumption of materials in the 
area. 

To my employees: good work- 
ing conditions, steady employment, 
income incentives together wilh 
thorough training and ample oppor- 
tunity for advancement and in- 
creased earnings. 

Some of the employees are stock- 
holders (since 1905 the company 
hasn’t missed a year in paying divi 
dends of at least six percent). There 
is a modified profit sharing bonus 
plan in effect. An extra incentive 1s 
offered salesmen by giving them a 
special commission on items whicl 
the company is pushing. 

A finance company owned by some 
of the firm’s employees was starte: 
with their salary savings. When 
construction packages requiring fi 
nancing are sold, this compan) 
makes the loans to preferred risks 
(other loans are turned over to out 
side lending agencies). This activity 
has been a source of extra income to 
many of Mr. Mason’s employees. 

To my country, the United States 
of America: to do my full part ww 
the perpetuation of the freedom of 
business enterprise which has mad: 
America great —a nation of hom: 
owners. 

You would have to look a long 
ways to find any lumber dealer who 
does not’ subscribe wholeheartedly t: 
this principle. Web Mason is no ex 
ception. He’s a Virginian, suh! 
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How To Avoid 


Seasonal Sales Slumps 








IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








Scientific, twelve month merchandising eliminates 
the valleys on your sales curve and keeps you in 
the black ink during those months of winter slump. 


TRADITIONALLY, the retail 
lumber and building material 
business is subject to violent sea- 
sonal fluctuations in sales. It isn’t 
necessary to prove this statement to 
an experienced lumber dealer — his 
own records have proved it to him 
time and again in the past. 
If you were to study the books of 
a large number of retail lumber 
yards and compute their inventories 
and sales month by month through- 
out a typical year, you would be 
amazed at the similar seasonal 
trends existing in all of them. If 
you translated your findings to 
average percentages and plotted 
them on a graph you'd get a picture 
like this. 


% of Annasl Total 


tocks-~-<-- 





Jon Feb Mar Apr May june July Aug Sept Oct Nev Dec 


The irregular solid line represents 
sales. Note how the peaks come 
‘rom May to October, the unprofit- 
tble valleys sink to their lowest 
points during December, January 
ind February. The sales curve rises 
‘harply in the spring and descends 
ibruptly in the fall. 

These fluctuations in the sales 
curve, of course, can be traced di- 
rectly to the traditionally seasonal 
nature of the light construction in- 
dustry. In most sections of the 
country the building industry hiber- 
ates early in December and doesn’t 
awaken until March. 

Yards in those sections of the 
country which enjoy warm weather 
‘hroughout the year might be large- 
‘'y exempt from the more extreme 
‘luctuations — or at least their sales 
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peaks and valleys might fall in 
somewhat different calendar seasons. 
Seasonal sales curves of dealers in 
the north central region, for ex- 
ample, could hardly be expected to 
coincide with those of dealers in the 
deep south, Gulf coast states, Ari- 
zona and California. 
Nevertheless, the curve on that 
graph represents a fairly accurate 
picture of seasonal sales variations 
in at least 75 percent of the Nation’s 
lumber yards. To see how your com- 
pany deviates from the average you 
can use a red pencil to plot your 





annual sales curve on the same 
graph. 
VALLEYS OF LOSS 

TAKE another look at the graph. 
It would cost you a dime to ride a 
curve like that on the roller coaster 
at the nearest amusement park. It 
costs you a great deal more than 
that to ride it year after year in the 
sales performance of your own com- 
pany. These seasonal valleys — or 
sales slumps —cost the merchant 
real money and greatly impair his 
net profit position. Fixed expenses 
such as overhead go on even when 


PART of the toy department in a Michigan lumber yard. During the seven weeks before 
Christmas, 1945, this department sold $50,000 worth of toys and showed a handsome profit. 


This type of merchandising wipes out valleys ‘in. fhe sales curve. 


Here’s how this dealer 


does it. He concentrates on the better toys selling for a dollar and up, leaving very cheap 
items to the five-and-dime shops.. He advertises. the toys and insists that displays be kept 


neat and attractive. He offers a lay-away purchase plan to customers. 
season the toy departmént occupies a large part of the store. 

one table display of toys is maintained to serve birthday trade. 
its way all during off-seasons. 
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During pre-Christmas 
Throughout rest of the year 
This little department pays 
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sales slump. As a result December, 
January and February are frequent- 
ly red ink months in many lumber 
yards. 

Even though winter losses are 
more than offset by sales during the 
remainder of the year, the dealer’s 
net at year’s end is not so good as 
if he had been able to maintain sales 
at a profitable level for every month 
of the twelve. 

The progressive dealer wants to 
come as close to complete realiza- 
tion of his sales potential as possible. 
His goal, therefore, is to eliminate 
the valleys and maintain sales at a 
high and fairly even level through- 
out the year. If he accomplishes 
this, his organization can function 
more efficiently and he can achieve 
a stable, healthy ratio between fixed 
éxpenses and sales volume. 


BEATING THE SLUMP 

THAT’S easier said than done 
perhaps, but the fact remains that a 
number of dealers are well on the 
way toward solving this perennial 
problem of the retail lumber and 
building products business. Their 
methods are basically simple. It’s 
not a matter of having a merchan- 
dising secret — rather it is just in- 
telligent application of some rather 
obvious principles. 

Fundamentally there are just three 
ways to level out the annual sales 
curve on a high plane: 

1. Adding to present stocks new 
lines and types of merchandise that 
normally sell well during seasons 
when basic lines slump. 

2. Correctly timing promotions to 
hoost off-season sales of the mer- 
chandise already in stock. 

3. Developing specialized package 
selling to the point that some types 
of building activity can be continued 
through the slump months. To a 
certain degree this is tantamount to 
changing the seasonal character of 
the local building industry. 

Coal is the obvious example of a 
line added to maintain volume dur- 
ing periods of building inactivity. 
A number of years ago many lumber 
dealers did add this line. 

Dealers’ thinking today is run- 
ning more toward impulse and coun- 
ter merchandise, appliances, house- 
hold and recreational items such as 
poker tables, ping-pong tables, spe- 
cial cabinets, ete. 

Off-season sales of regular mer- 
chandise lines have been boosted by 
merchants who advertised the fact 

‘that modern kitchen cabinets make 
an excellent Christmas gift for the 
housewife. This is just one of many 

possibilities that might be exploited. 

Another is to promote paint sales in 

the fall, realizing that it is just as 
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satisfactory and convenient to paint 
then as in the spring. 

In normal times more than half 
of the light construction industry’s 
volume is derived from property im- 
provement jobs. This is mostly in- 
side work which can be done in the 
winter months as well as at any 
other time of year. For this reason 
it seems strange that the building 
industry hibernates in the winter. 
Many aggressive dealers have seized 
this opportunity to promote the sale 
of home improvement packages dur- 
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SELL modern closets, full-length mirrors and 
other interior home improvements during the 
winter months. 


ing winter months. In this way they 
have kept labor crews busy and 
maintained a reasonably high sales 
volume during what would other- 
wise have been a slump season. 

Any one of these three approaches 
may be used to boost wintertime vol- 
ume. Or better yet a combination of 
all three may be used. 


TEN MARKET DIVISIONS 

PREVIOUS articles in this series 
have defined the ten major divisions 
of a complete building products 
merchant’s business. They should be 
reconsidered here with a view to 
their seasonal nature. Remarks here 
are slanted to the majority of deal- 
ers in the areas with variable cli- 
mate. Dealers in other areas can 
easily figure whether there are any 
seasonal limitations to their sales 
opportunity in any of the divisions. 

1. New homes — ready for occu- 
pancy and built to order. Insofar as 
custom-built homes are concerned 
this business is largely confined to 
the regular building season — April 
through November. Some dealers, 
however, have built from one to 
three inventory homes late in the 


season so that they could be sold in 
the winter months. 

2. Repair, remodeling, alterations, 
additions and ‘tmprovements for 
homes. This could definitely be a 
year-round business. With the ex- 
ception of a few jobs requiring 
major exterior changes, most work 
of this type can be performed in- 
doors. Proper promotion and adver- 
tising can build business in the win- 
ter as well as any other time. 

3. Farm buildings and farm im- 
provements. Some types of farm 
building cannot be conveniently 
handled in mid-winter, but many of 
the improvement jobs can be han- 
dled at any time just as in the city. 

4. Small commercial buildings 
industrial and institutional main- 
tenance and improvements. Some of 
the building might stop in the win- 
ter but the maintenance and im- 
provements (inside jobs which prob- 
ably account for the biggest dollar 
volume) can be sold any time. 

5. Yard fabricated and portable 
buildings of all kinds, including sec- 
tions of dwellings. The seasonal 
nature of this activity would depend 
largely on the types of buildings fea- 
tured. In many areas the small farm 
buildings might be sold well into the 
winter, starting from the time farm- 
ers receive harvest money in the fall. 

6. Roofing, siding, insulation and 
specialty applications. Roofing can 
be promoted in the very early spring 
before the major building season 
really gets under way. Insulation 
has two major sales seasons — sum- 
mer and winter. 

7. The provision of all types of 
construction materials for contractor 
sales, including the supply of mate- 
rials to operative builders and heavy 
construction. A good source of busi- 
ness but a highly seasonal one. It 
is from this traditional method of 
operation that the seasonal nature of 
the retail lumber and building mate- 
rials business stems. Dealers should 
train their contractors on selling 
winter construction. The dealer who 
promotes packages (especially in- 
terior improvement jobs) during the 
winter and then turns the customer 
over to a cqntractor might keep this 
market division reasonably busy all 
year. 

8. The provision of all types of 
construction materials for industrial 
uses. This is a specialized field and 
generalization is difficult. Factories 
continue to operate all year, how- 
ever, and there should be some of 
this business coming in every month 
in many dealers’ territories. 

9. Over-the-counter and eye-appeal 
merchandise which the consumer 
picks up as he shops on the dealer’s 
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sales foor. This is probably the most 
even and least seasonal business divi- 
sion of all. Good for sales any week 
of the year. Will run to considerable 
volume if you put advertising pro- 
motion behind it and keep the store 
epen during hours when it is con- 
venient for consumers to shop. 

10. The mechanical equipment of 
a home. Insofar as equipment sold 
into newly constructed houses is con- 
cerned this business is seasonal. 
However, there could be an active 
replacement market most months of 
the year. 

Obviously, the dealer who covers 
just one or two of these market divi- 
sions (such as No. 1 and No. 7 for 
example) will find his sales curve 
undergoing violent seasonal fluctua- 
tions. The more divisions he serves 
the more even will his sales curve 
become. 

The merchant who reaches all ten 
of these divisions has automatically 
taken two of the three steps toward 
maintained high-level sales through- 
out the year. He has added new 
lines and types of merchandise (this 
is specifically provided for in divi- 
sion No. 9) and he has developed 
specialized package selling that can 
be continued through slump winter 
months (best examples are divisions 
Nos. 2, 3, 4, and 6). 

One important step remains and 
that is the matter of timing promo- 
tions correctly to boost sales volume 
during the slump periods. 


DEALER MERCHANDISING CALENDARS 


THERE have been frequent at- 
tempts to solve this matter of 
preparing and timing seasonal pro- 
motions correctly. One of the com- 
monplace approaches is the mer- 
chandising calendar, a device that 
plans the dealer’s activities for him 
day by day, week by week, for a 
year in advance. Such merchandis- 
ing calendars schedule sales events, 
displays, advertising schemes, etc., 
that are presumed suitable for the 
dealer to use during all weeks of 
the year. 

From time to time devices of this 
nature are offered to dealers by serv- 
ice organizations. Some of them are 
good — others less helpful. 

Kach calendar offered the dealer 
should be examined in the light of 
his own operating and market real- 
ities. For example: 

1. The proper dates for seasonal 
promotions vary widely from one 
section of the country to another, 
and it is impossible to subject all 
dealers to a rigid merchandising 
schedule. For this reason such a 
calendar cannot be universal — or 
even national — in its application. 











Keep Sales High 12 Months a Year 


It would require dozens of pages to list in detail all the things that 
might be done to keep sales volume high during slump periods. Each 
dealer should prepare his own merchandising calendar to make sure it 
is adapted to his specific needs. Here are a few suggestions: 


Add new lines of eye-appeal and counter merchandise that can 
be sold any time of year. 


Intimate to the public that construc- 


them hard pre- 


2. Keep the store open Saturday afternoons and one or two nights 
a week during special campaigns. 

3. Fortify your sales valley months with increased advertising and 
promotional expenditures. 
tion costs are always at the low point in slack contractor periods. 

4. Add special gift lines that will appeal to-Christmas trade. 

5. Promote the sale of your regular products and prteate as suit- 
able for gifts. Advertise them extensively and sell 
ceding holidays like Thanksgiving, Christmas, Valentine's Day and 
Mother's Day. 

6. Promote package sales of interior home improvement jobs through- 
out the winter. This also applies to interior improvements of com- 
mercial and industrial structures. 

7. Run a special insulation campaign in January. 

8. Don't be content with a spring sales drive on paint. Conduct a 
hard-hitting paint campaign in the fall too. 

9. Stage a roofing sales drive in the very early spring. 

10. Sell modernized kitchens, bathrooms, basements, attics and closets 
throughout the year. 

11. Have a home economics expert stage demonstrations, cooking 
schools, etc., in your store during winter months to promote sales 
of appliances. 

12 


. Have an interior decorator present free weekly lectures in the store 


during winter to promote sales of paint, wallpaper, flooring, floor 
coverings, wall boards, millwork, lighting fixtures, etc. 


. Hold frequent sales contests, specially timed to increase selling 


effort on items listed above during off-season slumps. 


Start a Home Hobbyist Department. Sell power and hand tools, 
plywood, lumber, hardware and other materials. Sell plans and 
patterns for furniture, toys, boats, etc. Have at least one sales 
clerk sufficiently trained in this department so that he can advise 
inexperienced customers. 








2. Types of merchandise carried 
vary considerably from one yard to 
another. These calendars may de- 
vote several weeks of the year to 
promotion of products which a 
dealer does not carry. They may 
schedule expensive advertising and 
promotion of unprofitable, minor 
lines. 

3. The dealer should guard against 
promotional stunts and trick sales of 
doubtful value. 

Ready-made merchandising calen- 
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dars can be extremely valuable in 
stimulating dealer planning — but 
the best results will be had if the 
dealer builds his own. In this way 
it will be exactly tailored to his own 
and his market's specific needs. 

The first year he tackles such a 
program the dealer should not at- 
tempt an elaborate calendar. Plan 
only as many special promotions as 
you can handle effectively — and 
then strive sincerely to carry out 
everything you have planned. In 
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Buy Now For Christmas 


TABLES 





REGULATION SIZE—COMPLETE 
WITH LEGS 
Makes an Ideal Christmas Gift! 


Yes, here's a gift the whole family con use—e strong, 
4 pre-finished, regulation size and height ping-pong table. 
But hurry and place your order now for the supply is 
limited. Your ie of three thicknesses for the top— 
Vy", ¥_" ond ¥%," plywood. 
1/2" PLYWOOD TOP.......esceeee: $26.00 
5/8" PLYWOOD TOP........000000: $29.75 
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‘The modern treatment of the kitchen today is a marvel 
in streamlined efficiency and beauty o fer cry 
from those of our Pilgrim fathers. 


Come visit our display room.and see the many lovely 
models to choose from. We can fit any- room with 
j cabinets placed exactly as you plan for beauty and 
utility. Liberal terms if desired. 42” base units, com- 
7 plete with all trim including inlaid linoleum top, your 
7 choice of colors. $78.50. 

‘ 

q 


If the little woman is too busy in the kitchen to read 
the newspaper—here's your chanee to select her 
Christmas gift. Surprise her with a completely modern 
a kitchen. Order Now! Installed before Christmas. 


4 ‘The Builders’ Department Store_Where Your Doller Buys More 


Rarker-Goldman-|ubin@. 


300 NO. NINTH ST. Phe Piace & Sey Landen DIAL 26881 























EXAMPLES of effective advertisements which progressive dealers have used in holiday 
merchandising. 


future years your individual mer- 
chandising calendar can be expanded 
to meet your growing requirements. 
The first step is to plot your an- 
nual sales curve on a graph. Based 
on past records and the current out- 
look, plot your anticipated 
curve for the year ahead. 

During the peak sales periods as 

revealed on the graph, your organi- 
zation will probably be pretty busy. 
So for the first year, at least, you 
can concentrate on the valleys — or 
slump periods. Why not plan a spe- 
cial merchandising program of some 
sort for every period of the year 
when the normal sales volume is not 
high enough to keep your entire 
staff profitably employed ? 
_ November, December, January, 
February and March will probably 
require the greatest attention. But 
there might be time for a special 
roofing promotion during the rainy 
season in early April —and before 
the May sales peak is expected. 
Likewise it might be opportune to 
launch fall promotions sometime in 
the middle of October —in antici- 
pation of the November slump which 
will soon arrive. 

You are the one best qualified to 
decide on these matters because you 
know your trading territory and 
your past sales performance better 
than anyone else. 

It is suggested that you study the 
list of suggestions presented with 


sales 
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this article as it may be a source of 
valuable ideas. 

Two merchandising schemes olfer 
sufficiently great possibilities for 
boosting off-season sales that they 
deserve special mention. These are 
sales contests and holiday promo- 
tions. 

SALES CONTESTS 

SALES contests stimulate rivalry 
among salesmen and sometimes give 
volume a terrific boost. Successful 
merchants have used them exten- 
sively and find them effective when 
well planned. 

Contests can be run on the total 
production of the various salesmen 
but better results are generally ob- 
tained when one specific type of 
merchandise is promoted. For ex- 
ample the contest might be held on 
sales of paint, kitchen modernization 
jobs, portable farm buildings or 
roofing jobs, etc. 

Results will be better if prizes or 
some type of extra incentive is of- 
fered to salesmen who rank highest 
in the contest. Prizes need not be 
elaborate — just something to make 
the competition interesting. 

At the outset the purposes and 
nature of the contest should be 
clearly explained to all salesmen. 
Newspaper advertising, direct mail 
efforts and store display should be 
timed to back up the selling effort 
during the contest. 

Progress of the various salesmen 
should be recorded on charts or post- 


ers hanging on the wall of the sales 
manager’s office. Hach day should 
be started early with a brief meet- 
ing to inform salesmen of yester- 
day’s progress and pep them up for 
the job ahead. 

Glamorize the contest in every 
way possible. Give it a name (re 
member how Operation Crossroads, 
ete. caught people’s fancy?). Di- 
vide the salesmen into two compet- 
ing teams. Make the wall charts on 
which you record progress interest- 
ing; make them look like thermom- 
eters, speedometers, horse races, bal 
loon ascensions, rocket trips to the 
moon, ete. 

If these contests are used to pro- 
mote sales of items, materials or 
packages which can logically be sold 
during normal slump seasons, they 
will go a long way toward elimi- 
nating the valleys on your sales 
curve, 

From a merchandising standpoint 
Christmas is by far the most im- 
portant holiday of the year. For 
tunately it falls right in the middle 
of the winter slump season. Thanks- 
giving and Mothers’ day also seem 
to offer pronounced promotional op- 
portunities. Possibly other holidays 
will be exploited as time goes on. 

One dealer who first tried Christ 
mas merchandising a few years ago 
was amazed at the results. He ad- 
vertised modern kitchens and bath 
rooms as desirable gift items. Many 
men customers were actually grate- 
ful for receiving such practical sug- 
gestions in gift selection. Store 
traffic boomed and sales of kitchen 
-abinets, paint, wall tile, etc. soared. 

Some of the illustrations with this 
article show what other dealers have 
done to boost volume during winter- 
time slump periods. These merchan- 
dising methods have all been suc- 
cessful. 

“The building materials dealer,” 
says one highly successful merchant, 
“ean do a scientific, twelve month 
business by promoting lines that are 
in season. Not only is this profitable 
because of the merchandise sales, 
but it also builds up a group of cus- 
tomers who will think of you first 
when they want lumber and mate- 

rials for larger jobs.” 

You can’t jump from the dol- 
drums to balanced twelve month 
merchandising overnight. But you 
can do it in a surprisingly few years 
—if you'll start now by planning 4 
few special promotions for your low- 
est valley months in the year ahead. 


NEXT ARTICLE WITH THIS 
SERIES: A products data manual for 
management use—in the big 1947 Ref- 
erence Number of American Lumber- 
man & Building Products Merchan- 
diser. 
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(, Aides & HUGUELY Ine., 
one of the top-flight lumber 
corporations of the nation’s capital, 
follows the usual merchandising 
practices of all metropolitan distrib- 
utors of building materials. But dur- 
ing the time when most lines of 
stock were hard to come by, the com- 
pany relied especially on its planing 
mill. 

T. E. Palmer, president of the 
Washington Hoo-Hoo club as well 
as an executive of G & H, makes it 
clear that the firm has always aimed 
all its policies at the general needs 
of Washington builders and will 
continue to do so. But during the 
time of merchandise scarcities there 
continued to be a heavy demand for 
the kind of millwork put out by 
Galliher & Huguely. Shop stock, 
too, was hard to get, but a certain 
amount was to be had. It was the 
old device of adding technical serv- 
ices to scarce materials in order to 
create business volume. At present, 
the mill force numbers 37 men. 

The Galliher & Huguely mill has 
been making satisfactory use of the 
electronic or short-wave method of 
setting glued joints. This type of 
wood welding is long past the ex- 
perimental stage; and some experts 
are trying to adapt the theory in 
the kiln-drying of lumber. Research 
in that field is in progress. The 
principle has to do with high fre- 
quency electrical oscillations; and it 
is essentially the same as the dia- 
thermy used in hospitals to gen- 
erate heat deep within human tis- 
sues, without burning the skin. 


JOINTS SET QUICKLY 


_ IN THIS spot-welding-process, it 
ls possible in a matter of seconds to 
set a joint permanently; and with- 
out the use of clamps. The appa- 
ratus used in the G & H mill will 
operate through wood an inch in 
thickness; and since it is used in 
this shop chiefly on plywood that 
amount of penetration is sufficient. 
This company follows an unusual 
policy in the planing mill. It’s 
rather common for a plant that 
makes stock millwork to train work- 
ers in a single operation; but most 
special or custom mills usually em- 
ploy master mechanics who can han- 
dle any kind of operation. The 
latter makes for flexibility. Galliher 
& Huguely does much customer 


Mill Work Keeps Dealer on top 
During Period of Shortages 


work of the highest grade, and it 
employs only master workmen. But 
each man has his own specialty and 
sticks to it. For example, recently 
a workman was carving an exquisite 
and massive mantel panel. How- 
ever at the same time the plant was 
running an order for 500 doors; a 
machine job. This matter of special- 
ization is company policy; followed 
because it makes for swift produc- 
tion and for top-quality output. 


SCARCITY OF FINE WOODS 

SPECIALIZATION in the mill 
puts an extra load upon manage- 
ment; accepting or finding the cus- 
tomer orders that will keep this 
many specialists busy, each in his 
own field. The difficulty of late 
hasn’t been lack of orders but scarc- 
ity of fine hardwoods. 

The shop warehouse has a reserve 
of as fine yellow poplar as is likely 
to be found; some of it twelve-quar- 
ter, some sixteen-quarter, and meas- 
uring up to thirty inches wide. A 
little is used now and then when 
otherwise an important job would 
come to a stop for lack of stock; 
but that’s done only after long vigils 
and meditation. 

It should be said that the elec- 
tronic wood welder, mentioned 
above, is not difficult to use. Any 
intelligent workman can master its 
operation in a short time. The real 
skill lies in cutting and fitting the 
joints. Setting them with the short- 
wave apparatus is comparatively 
easy. 

Galliher & Huguely’s sawmills 
are located in Virginia; and a good 
deal of lumber is coming up to the 
Washington plant by the company’s 
own trucks and tiailers. Mr. Pal- 





USE of the electronic woodwelder is demon- 
strated by L. J. Barnes. 
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UNIT packages of lumber are placed on 
the delivery truck by a fork lift truck. 


mer admits that it’s pretty hard to 
accumulate inventory reserves; and 
for that matter he’s going to observe 
the markets, both wholesale and re- 
tail, before trying to do it. Prob- 
ably there will be a con’...uing mar- 
ket for houses, and probably price 
reductions will be adjustments of 
definitely out-of-line items. But it 
might be just as well to see how 
customer demand and such things 
shape up as the season opens. 

This company has developed its 
own answers to the local ordinances 
against dump trucks with the loads 
resting directly on rollers. C & H 
got some smooth and heavy iron 
pipes about eight inches in diameter, 
cut into lengths equal to the width 
of the truck body, split these lengths 
down the middle and fastened them 
firmly, round side up, to the truck 
floor. Put a load of any size on 
these bearings, tilt the body, and 
the load will slide off slick as a 
whistle. No burns or other bearing 
injuries. The pipes of course have 
to be smooth. This company han- 
dles much of its yard lumber in 
unit packages, using a Ross hoist 
carrier. Most of these unit pack- 
ages, for safety all around, are 
banded with strap iron. It’s quite 
a long way up from the Virginia 
mills. Also, once the package is 
tallied and banded, there’s no ques- 
tion about the number of feet it con- 
tains. Nobody picks a board off 
casually, just because he needs one. 





STANDING in the yard are Arthur L. Tester- 
man of the mill and T. E. Palmer of the 
general office. 
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One Stop Service for Builders 


Benton Lefton—architect, builder, realtor—learned by experience 


that the road to low-cost consumer service is through efficient 
buying. His Housemart in Cleveland, Ohio, is set up to provide 
the builder and retail trade with every item for the modern home. 
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SIMPLE clean lines of the Housemart are indicated by this drawing. This store for one-stop 
service was designed by the owner, Benton Lefton, also a graduate architect. 


ERVING THE BUILDING 
materials requirements of 
home builders completely and 
promptly has always been the aim 
of the progressive retail lumber 
dealer. And merchant-builders 
have long realized the time-saving 
efficiency that one-stop service 
guarantees. 

Now a builder comes along who 
realizes the need for one-stop serv- 
ice and has determined to do some- 
thing about it in a dual role— 
serving the retail trade and the 
builder with every item that goes 
into a home. 


BECOMES BUILDER-MERCHANT 

BENTON LEFTON, president 
of the Cleveland (Ohio) Home 
Builders association, is the builder 
who is now a building products 
merchant as well. Lefton is 29 
years old but his youth cannot be- 
lie his experience in the building 
field. After graduating in archi- 
tecture from the University of Vir- 
ginia, Lefton worked in various 
architects’ offices before going into 
the building business for himself 
in 1940. He is also a licensed real 
estate broker. 

During the war years, Lefton 
became the largest producer of low- 
cost housing for defense workers 
in the Cleveland area. He is cred- 
ited with being the first builder in 
his area to undertake the develop- 
ment of raw acreage into finished 
streets’and selling a small home as 
a packaged item. In addition to 
building about one thousand small 
homes, Lefton developed the first 
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and largest private rental project 
in Cleveland with 167 rental suites 
with one and two bedrooms. 

These projects were undertaken 
in the name of the Benton Building 
company with headquarters in Eu- 
clid (pop. 30,000), said to be the 
fastest growing community in the 
U. S. The population of this Cleve- 
land suburb has increased 82 per- 
cent since 1940. 

Lefton found during the war 
years that purchasing was con- 
suming far too much of his time. 
None of the suppliers were equipped 
to handle the entire needs of a 
builder. Consequently Lefton set 
out to supply himself and others 
with a one-stop service. 

First he began buying direct 
shipments of lumber. Then he 
found he needed a railroad siding 
to save the cost of extra handling 
and a good sized piece of land to 
store his additional supplies. 

HOUSEMART IS OPENED 

IF WE can service ourselves on 
a wholesale scale, why not others, 
Lefton reasoned. Other builders 
were interested. The result of this 
thinking is the _ recently-opened 
Housemart, Inc., East 185 and 
Nottingham road, Cleveland, one 
of the most modern building 
materials stores in the country 
serving the lesser needs of the 
home owner and the larger re- 
quirements of the home builder 
and commercial contractor. 

“We can offer service to the 
builder because we know what he 
wants. We know his headaches be- 
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cause we have suffered too from 
the lack of coordinated one-stop 
service,” explains Lefton. 

The Housemart display room is 
approximately 125x40. It has a 
fully equipped model kitchen, a 
bathroom and a utility room. 
Among the special services which 
the Housemart offers the home 
owner is complete kitchen planning 
and remodeling; complete equip- 
ment for utility rooms including 
laundry appliances. Special sec- 
tions of the display room are given 
over to builders’ hardware, paints 
and wallpaper, plumbing supplies, 
appliances and small hardware. 
Fluorescent lighting is used for 
display room purposes. 

The sales force now comprises 
15 people including three in build- 
ers’ hardware, five in the lumber 
products branch and three in the 
appliance section. The staff will 
probably be doubled in the next 
three months, Lefton believes, on 
the basis of present plans. 

Although the store handles a 
complete line of appliances, it is 
not troubled with servicing prob- 
lems since the respective manufac- 
turers do their own servicing in 
Cleveland. 

MAJOR ITEMS 

INCLUDED in the dozens of 
major items handled by the store 
are rough lumber, finish and trim, 
roofing, kitchen equipment, equip- 
ment for utility rooms; plumbing 
fixtures (retail); aluminum win- 
dows and overhead garage doors, 
complete builders’ hardware, sid- 
ing, plywood and insulation. 

Although the Housemart is |lo- 
cated in the older home section of 
Cleveland which is expected to sup- 
port a good retail trade, it is not 
an ideal location, Lefton admits. 
However, the private railroad sid- 
ing, badly needed during the firm’s 
war expansion days, greatly offsets 
this disadvantage. A parking space 
has a 50-car capacity. 

“If we’ve got what the public 
wants, they will come and get it,” 
says Lefton. 

In drawing plans for the present 
store, plenty of room was left for 
expansion and plans are already 
being considered for another dis- 





, 1947, AMERICAN LUMBERMAN © 














pla 
fee 
sor 
spi 
uti 
rot 
oul 


12 
stc 
oul 


a 

ho. 
wa 
bu: 


ing 
vel 
sid 


in 
ple 
ing 


rec 
are 
ing 
ing 
Se] 
are 
tor 
rer 
de: 
TOC 








om 
top 


is 


om. 
ich 
yme 
ing 
lip- 
ing 
sec- 
ven 
ints 
lies, 
are. 

for 


ises 
lild- 
iber 

the 
will 
next 
on 


s a 
t is 
rob- 
ifac- 
y in 


> 


. of 
tore 
rim, 
juip- 
bing 
win- 
90rs, 
sid- 


3 lo- 
n of 
sup- 
; not 
mits. 
sid- 
irm’s 
Tsets 
space 


ublic 


; 


esent 
t for 
‘eady 

dis- 


N 








BENTON LEFTON, builder-merchant. 


play room to occupy 10,000 square 
feet on land currently occupied by 
some old dwellings. A sizeable open 
space near the Housemart will be 
utilized for an open-air display. 
room for garden equipment and 
outdoor tools. 

In the rear of the Housemart is 
12,000 square feet of lumber shed 
storage besides a large space for 
outdoor piling. 


PREFAB PLANT 

MAJOR building in the yard is 
a prefabricating plant for small 
homes which is just getting under- 
way. Seventy employees are kept 
busy in the yard and prefab plant. 
The prefab plant is currently turn- 
ing out two houses per day of con- 
ventional design utilizing cedar 
siding. Lefton expects to produce 
one thousand homes in his plant 
in 1947. These are sold as com- 
plete packages with kitchen, heat- 
ing and laundry equipment. 

None of these homes are sold di- 
rectly to consumers. The first 125 
are being sold to the Benton Build- 
ing company, Lefton’s home build- 
ing concern which is incorporated 
separately. Three other builders 
are already in the market for Lef- 
ton prefabs in the spring. Cur- 
rently a single model of one basic 
design with two bedrooms, living 
room, kitchen, dining alcove, util- 
ity room and bath is under con- 
struction. Sufficient space is avail- 
able on the second floor for two 
additional bedrooms. 

Lefton plans to expand his pre- 
fab plant another 12,000 feet in 
the spring. He is also working o 
a lower cost house than he is now 
producing. In addition to a dozen 
men in the building end of the 
business, the Benton Building com- 
pany employs about 150 men in the 
field — salesmen, engineers, archi- 






tects, construction superintendents, 
bookkeepers, etc. 

Lefton bases his hopes for suc- 
cess in the merchandising field 
on two factors: One, that mass 
buying is the ultimate answer to 
large-scale production; secondly, 
that he is willing to do volume 
business at a small margin. 

Although finished lumber and 
especially millwork is likely to be 
tight all the year, Lefton believes 
the building supply outlook is the 
brightest in recent years. He will 
not take on new builders until he 








can furnish complete service to 
those he is already serying. 

Out of his own experience, Lef- 
ton is convinced that the builder 
has not been getting a fair shake 
insofar as purchases are concerned. 
His time spent as a purchasing 
agent has prevented his organiza- 
tion from working at peak effi- 
ciency. Once purchases can be co- 
ordinated in a one-stop service, the 
builder and home owner, will bene- 
fit. Until now, the average builder 
has not been getting this service 
that Lefton is inaugurating. 
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COMPLETE departmentalization is shown by the floor plan. A model kitchen, bath and utility 
room are features of the overall layout. Total floor space is approximately 125x40. 


ADEQUATE room for expansion is provided by Mr. Lefton, who is planning fo enlarge his dis- 
play room space. To the rear of the Housemart is a 50-car parking lot. A plot near the 
Housemart will be utilized for outdoor display of garden tools. 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 















How to Cash in 


With Sales Aids 


Sales aids put the third dimension into the salesman’s 
presentation. They appeal to more of the prospect's 
senses and increase his understanding of the product. 


ARIOUS PHYSICAL proper- 
ties designed to make selling 
more effective are generally called 
sales aids. They can be divided into 
two primary groups: 

1. The basic tools a salesman 
needs to handle his transactions. In 
this group are such necessities as 
order books, price lists, estimating 
guides, etc. 

2. Devices which explain the prod- 
ucts to consumers and create desire 
for them. This group includes dis- 
play pieces, films, photographs, scale 
models, samples, demonstrators, 
sales literature, etc. 

The properly equipped salesman 
should have a kit containing a com- 
plete assortment of sales aids de- 
signed to help him do a better job. 
He would be foolish to overload him- 
self with material of doubtful value 
or devices not specifically related to 
the products he sells. He would be 
equally foolish to neglect the use of 
powerful sales builders which have 
proven effective in his type of work. 

The basic tools in Group One 
above are essential. They enab‘e the 
salesman to do an orderly, workman- 
like job rather than handling his 
orders in a slipshod manner. 

But the sales aids in Group Two 
are the real money makers. They are 
dramatic and powerful. By using 
them effectively you can really 
cash in. 

SEEING IS BELIEVING 


SEEING is not only believing — 
it is also understanding. In selling 
there is probably nothing quite so 
powerful and effective as a successful 
visual presentation. 

Pick up any object close at 
hand —a knife, a letter opener, a 
book or a bill fold. Hold it behind 
you and try to describe it to a 
friend. It’s amazingly difficult to 
do this. effectively and convincingly. 
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Even though you do a creditable job 
you probably won’t be able to make 
your friend visualize the object and 
understand it the way you want 
him to. 

Now hold the object in front of 
you—in plain sight of you and 
your friend. Now you will find that 
your description can be coherent and 
convincing. The listener will under- 
stand readily because he can see and 
appraise the object as you tell him 
about it. 

The power of visual presentation 
is the principle on which most sales 
aids are based. For the most part 
the products and packages of the 
building industry are bulky. They 
cannot easily be shown to a prospect 
unless you have awakened his in- 
terest and made him willing to 
accompany you to the yard or build- 
ing site. Sales aids provide the vis- 
ual medium which would otherwise 
be lacking and enable the salesman 
to perform effectively. 

SALES DYNAMITE 

GENERATIONS of selling expe- 
rience have patterned the evolution 
of sales aids. Untold amounts of 
time, money and talent have been 
channeled into their development 
and preparation. Product manufac- 
turers have been most active in this 
work, but contributions have also 
been made by wholesalers, trade as- 
sociations, publications, ete. 

Many retail sales managers have 
designed selling tools for the use of 
their own organizations. Some indi- 
vidual salesmen have designed and 
prepared their own. 

The retail lumber and building 
products industry is fortunate in 
that a wide selection of this mate- 
rial is available for use by its sales- 
men. A complete listing of such 
material would require dozens of 
pages and is impossible because of 
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SALES aids like this not only show the actual 
merchandise—but show it in operation. 


space limitations. Here are a few of 
the most important types: 

House plan books. These colorful 
catalogs of home pictures and floor 
plans put the visual punch in selling 
new homes. They do what words 
cannot. Not only do they help crys- 
tallize the prospect’s desires but they 
get the salesman an audience in 
places where it might be difficult if 
he were empty-handed. 

Scale models of houses. These do 
what the plan book does, but do it 
in three dimensions. Extremely ef- 
fective if well made and landscaped. 

Before-and-after photographs. 
Good, sharp pictures showing actual 
transformations created by remodel- 
ing or modernization jobs help the 
prospect visualize what could be 
done in his home. 

Farm building plan books. These 
help the salesman with a farming 
territory in the same way that a 
house plan book helps the man in a 
residential territory. 

Samples. These put both sight 
and feel into the sales story. A 
verbal description of wall tile, for 
example, doesn’t appeal to a pros- 
pect’s senses the way that examina- 
tion of a sample does. 

Functional displays. A good ex- 
ample of this is the type of board 
frequently used to sell cabinet hard- 
ware. The board has small <loors 
which can be open and shut to show 
function and performance of pulls, 
catches, hinges, etc. 

Paint and color guides. Tremen- 
dous progress has been made in this 
direction and some manufacturers 
offer extremely effective selling tools. 


They vary considerably but all of | 


them are designed to facilitate the 
sale by enabling the prospect to de- 
cide on finishes and select and com- 
bine colors intelligently. 

Charts, tables and graphs. Some 
of these are complicated and prob- 
ably confuse the average prospect. 
The good ones, however, manage to 
present technical data in a graphic, 
easily understandable form. Hx- 
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ACTUAL before and after photographs of home improvement jobs tell the prospect far more than 


words possibly can. This example was taken from the booklet “38 Ways to Modernize Your Home,” 
published by American Lumberman & Building Products Merchandiser. 





amples of some of the charts used 
in selling insulation — heat losses, 
fuel savings, etc. 

Sales literature. Literally thou- 
sands of types of pamphlets, folders, 
brochures, ete., have been employed 
as sales aids. Some of them are ex- 
cellent — some not so good. Care- 
fully selected and used, sales litera- 
ture can be tremendously effective. 
Salesmen frequently use it during 
the sales talk. It is also one of the 
few types of sales aids that can be 
left in the possession of the prospect 
as the salesman departs. 

Some sales aids are not sufficiently 
portable to be used easily by outside 
salesmen and must be considered as 
displays for the counter or sales- 
room floor. Other types are small 
enough to be used effectively by both 
inside and outside salesmen. Some 
are provided free by the manufac- 
turer, some are sold at cost and some 
are designed and prepared locally 
by retail sales managers and their 
salesmen. 

Top-notch talent — some of the 
best artists, writers, designers and 
sales engineers in the country — 
have conceived and prepared the 
sales aids available today. Their 
effectiveness has been proven time 
and again by salesmen who use 
them. 

But one thing is sure — they 
must be used to be effective. They 
can’t do a job if they lie unused in 
a salesman’s kit or gather dust be- 
hind a counter. 

A few years ago a midwestern 
lumber dealer obtained a quantity 
of sales literature designed to pro- 
mote the sale of picket fences. As so 
often happens, he placed the book- 
lets on a shelf in his office. For 
months they lay there and gathered 
dust while sales of picket fence re- 
mained low. 

Finally the dealer dusted off the 
booklets and distributed them. Re- 
sults were amazing. Sales of wood 


fence pickets, posts and rails jumped 
immediately and within three 
months $30,000 worth of these items 
had been sold. 

That’s big business. The point is 
that the sales opportunity had been 
there right along. But the business 
didn’t come in until the sales aid 
was put to work. 

You never know how many future 
sales you are building by judicious 
distribution of literature and proper 
use of sales aids. But you must use 
them or they can’t help you at all. 

The determination of what sales 
aids you can use depends on three 
factors: (a) the variety of products 
you sell; (b) whether you sell in- 
side or outside the store; (c) what 
sales aids are available to you. 

If your company provides a stand- 
ard kit of sales aids it was probably 
thought out and planned carefully 


by the sales manager. Use it, by all 
means. 

If your company expects you to 
select your own, this offers you an 
opportunity to devise a sales kit 
ideally adapted to your needs. Study 
all the material which your office can 
offer you and select wisely. Study 
new material as it arrives and add 
the worthwhile sales aids to your se- 
lection. If something you really 
need is not to be found in the office 
consult your sales manager to see if 
it can be obtained. 

As the months go by you will 
develop an excellent kit of sales aids. 
You will find that use of them 
speeds up your work, increases your 
effectiveness with prospects, and 


boosts your income. 

NEXT LESSON: The April 12 issue 
will be packed with data designed to 
increase your knowledge of products— 
knowledge that will help you sell. 
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Freedom of design and speed of erection, combined with sound engineer- 


ing, are features of the General Timber Service panel, distributed exclu- 
sively through retail lumber dealers. After years of experimentation, the 
story of this contribution to home building is just now being told since, in 
the words of the manufacturer, “The product must precede the promise.” 


What About the Panel House? 


WHILE MANY PREFABERS 
are advertising their product 
as the answer to America’s 

housing problem and attempting to 

capitalize thereon while the market 
is hot, one company which may have 
the answer isn’t saying so. 

That company is Weyerhaeuser, 
one of the principal lumber manu- 
facturers in the country. It is not 
selling prefabs, a term it prefers 
to avoid, but 40-inch modular pan- 
els from which a large variety of 
houses may be erected. These pan- 
els are sold exclusively through re- 
tail lumber dealers. 


PRODUCT BEFORE PROMISE 


“OUR theory is that the product 
should come before the promise,” 
said one of the officials, in account- 
ing for the lack of publicity that 
Weyerhaeuser has received. 

The fact is that Weyerhaeuser has 
been experimenting for six to eight 
years in this field, helping other 
manufacturers who were anxious to 
make faster strides and sometimes 
learning from their mistakes. 

Weyerhaeuser’s interest in the 
field is through General Timber 
Service, Inc., an affiliated organ- 
ization, and stems from two pur- 
poses : 

1. To determine whether a prefab 
house (or panels) could be made 
of wood. 

2. To determine whether such a 
house or panels could be distributed 
efficiently through its lumber dealer 
customers. 

“We have passed the first crude 
steps,” is the way the plant man- 
ager sums up progress thus far. 
“We don’t say our house will cost 
any less than a conventional house. 
We do say that we have a soundly 
constructed house built on precision 


36 


jigs and that we can reduce the 
building time to weeks instead of 
months. We have got away from 
a house that looks like a prefab and 
away from the uniform design that 
the public fears. 

“We’re not advertising the panel 
as the answer to the housing prob- 
lem and we’re not building any mile- 
long factory. On the other hand, 
we're not going to be dragging our 
feet when it comes to the whole sub- 
ject of prefabrication.” 

Newspapers carried a story of a 
so-called prefabricated house built 
by Weyerhaeuser in Tacoma, Wash., 
several years ago. Since then, the 
company has kept right on with its 
program of research and _ experi- 
mentation. The result is the G-T-S 
(General Timber Service) panel. A 
pilot plant was finally built in 
Omaha, Nebr., where jibs were man- 
ufactured and a production line set 
up. Later it was decided to estab- 
lish a factory at Dubuque, Iowa, 
where the panels are now being 
manufactured. 


WHY 40-INCH PANELS? 


THE 40-inch panel is used be- 
cause of the many advantages in 
planning and building which a 40- 
inch module affords. For example, 
the width of the standard easy chair 
is 40 inches. The length of a stand- 
ard davenport is 80 inches. The 
length of a bed is also 80 inches. 
With the size of rooms being based 
on multiples of 40, both the place- 
ment of windows and the planning 
of wall space to accommodate fur- 
niture are greatly facilitated. 

The panels are made of quality 
kiln dried lumber. There are six 
different kinds of panels—exterior 
wall panels (solid, window and 
door), interior wall panels (solid 


and door), a ceiling panel, a roof 
panel and a gable end panel. All 
are precision made, finished inside 
and out and form-tight, weather- 
proof joints. 

The panels necessary for the erec- 
tion of an average house can be 
shipped in one railroad car. ‘They 
weigh 20,000 pounds. A crew of 
eight men can put up a panel house 
in one or two days. Three to five 
weeks are required for installing 
plumbing and heating units, the lay- 
ing of finished floors and the appli- 
cation of the roof and side wall 
materials. 


VARIETY OF FLOOR PLANS 


ONE advantage of the panel 
house that its exponents are quick 
to point out is that floor plans can 
be easily altered to suit the desires 
of the home builder. General Tim- 
ber Service, Inc., invites the pros- 
pective home builder to show his 
lumber dealer the style of house he 
prefers. Plans will then be drawn 
and forwarded to the dealer for the 
home builder’s approval. 

However, G-T-S has a number of 
standard plans for two and three 
bedroom houses and one of these 
is generally selected by the con- 
sumer. Of the 125 sales made from 
the Omaha plant, 72 were made 
from plans already drawn. These 
houses averaged 900 square feet. 

The length of the house can vary 
in multiples of 40 inches. For ex- 
ample, the length might be 30 feet, 
33!/3 feet, 40 feet or any other 
length divisible by 3!/3 feet or its 
equivalent of 40 inches. 


BLUEPRINTS AVAILABLE 


THERE are two styles of roofs— 
gable and hip. In the event the hip 
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THESE G-T-S houses, with accompanying floor 
plans, show the versatility of panel construc- 
tion. Every panel is kiln dried. Engineered 
to make the most efficient use of factory 
fabrication and on-site construction, the 
G-T-S panel house at the same time escapes 
the usual tell-tale traces of assembly line 
appearance. By utilizing framing panels, the 
G-T-S panel house has approximately five 
percent more floor space than a conven- 
tionally built house with the same overall 
dimensions. 
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roof is selected, one dimension of 
the house is restricted to 26 feet, 


eight inches. The company fur- 
nished blueprints for the erection of 
every G-T-S panel house at a rea- 
sonable cost. 

Although the consumer cost of 
the panel house is currently no 
lower than a conventionally built 
on-site dwelling, the G-T-S home 
is said to be a uniformly good 
house because every panel is pre- 
cision built from quality kiln dried 
lumber. This makes it much easier 
for the building mechanic of average 
skill to put the house together. 

To assure efficient erection per- 
formance, G-T-S will furnish an 
erection supervisory service. Expe- 
rience has shown that this service 
is rarely required for more than 
one day and only when the contrac- 
tor is erecting his first G-T-S house. 
The function of the supervisor is to 
assist the contractor in proper pro- 
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cedure, avoiding lost time in organ- 
izing the construction operation. 
EIGHT-MAN CREW 

ACTUAL construction is usually 
carried out by an eight-man crew. 
This crew will erect the house with 
hardware and locks for the front 
and rear doors in one or two days. 
The remainder of the work—chim- 
ney, plumbing, roof- shingles and 
siding—will depend upon the speed 
of the various crafts employed. 

Because of the use of framing 
panels, Weyerhaeuser claims five per- 
cent more usable floor space than 
a conventionally built house of the 
same overall dimensions. In an 
average sized house this added space 
would be the equivalent of an extra 
6x7 room. The panel also permits 
generous closets. 

OTHER FEATURES 

OTHER features claimed for the 
3-T-S panel house include low heat- 
ing costs (the house is vapor-sealed 





INTERIOR views of living room, dining room 

and bedroom emphasize the use of generous 

window space and the clean lines afforded 
by interior panel treatment. 


with aluminum foil on the back sur- 
face of the warm wall to prevent the 
formation of moisture within the 
wall itself) ; choice of standard ex- 
terior wall covering and any stand- 
ard roofing material ; choice of base- 
ment or if no basement is desired, 
the floor panels can be factory in- 
sulated; FHA approved. 

As indicated earlier, the panel 
house has not mushroomed into ex- 
istence. Consequently, its produc- 
tion figures thus far and schedule 
for the immediate future are not 
sensational. Eventually panel house 
factories may be operated in other 
parts of the country. At the present 
time, the distribution area is lim- 
ited to within 300 miles of Dubuque. 

PRODUCTION PLANS 

SINCE August, 1944, G-T-S has 
turned out panels for 175 houses. 
The production schedule for next 
year is 600 houses at the rate of 50 
houses per month. 

Weyerhaeuser has found its deal- 
ers receptive to the panel house in 
most cases and will continue to mar- 
ket its product exclusively through 
the lumber dealer. It is still the 
consensus of the management that 
the logical outlet for prefabricated 
houses is through established retail 
lumber yards, where every facility is 
available for efficient storage, deliv- 
ery and erection with the assistance 
of cooperating contractors. Further- 
more, the dealer’s understanding of 
building materials and construction 
enables him to do a better job of 
selling and servicing. 

However the panel house may 
evolve, even Weyerhaeuser must ad- 
mit it has a product, not a promise, 
and one that building products mer- 
chants will watch with interest. 
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How One Yard Expects to Reap Dividends By 
Converting Shed for Mechanical Handling 


Berwyn (Ill.) Lumber Company remodelled its main shed, 
installed a truss roof, doubling its storage capacity. 


ARD OPERATORS who have 
refrained from converting to 
mechanical handling equipment be- 
cause of antiquated sheds which pro- 
hibit the use of such equipment may 
change their minds after reading 
the story of the Berwyn Lumber 
company, Berwyn, Ill. 
This yard started reconverting to 


mechanical handling some eight 
months ago. Their program in- 


cluded modernizing eight sheds and 
when completed will involve an ex- 
penditure of some $100,000. 


MAIN SHED REMODELLED 

IN ORDER to make their recon- 
version job entirely effective, it was 
necessary for Berwyn to remodel its 
main shed. This shed 60x260 con- 
tained over 100 posts. To secure 
expert advice on this phase of their 
reconversion program, C. F, Willis, 
vice president of the company, 
called upon the American Roof 


Truss company, Chicago, which has 
done major truss jobs for the Huss 
Lumber company and the Bader 
Lumber company, Chicago. 

Wm. H. Waddington, president of 
the American Roof Truss company, 
and Li. I, Janik, architect, decided 





dling equipment. 


BEFORE the Berwyn Lumber company remodelled its main shed it 
looked like this. It was obviously impossible to use mechanical han- 
Inefficient handling and much wasted space was 

the result. 


that the remodelling job was en- 
tirely feasibie and work was started. 
Mr. Janik had his engineer design 
the Belgian truss with the plywood 
gusset plates shown in the photo- 
graph. 

POSTS REMOVED 


GRADUALLY the posts were 
taken out for six bays at a time 
and the truss men followed through, 
building the supporting — trusses 
without disturbing the roof or side 
walls. Throughout the period of 
construction, which lasted about one 
month, the shed was in use by Ber- 
wyn with the exception of the small 
space used while building the 
trusses. 

As soon as half a dozen trusses 
were installed, yard men started pil- 
ing lumber in this space with their 
new Hyster lift trucks. Despite 
zero. weather and other adverse 
weather conditions work proceeded 
without a halt. 


Twenty-three trusses were in- 


stalled in the main shed, each 60 
feet long and 16 feet above the floor. 
Removal of the posts and installa- 
tion of the trusses has made it pos- 
There is 


sible to pile ceiling high. 
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four to ten feet piling room above 
the trusses, making it possible to 
store an extra half million feet of 
lumber in this space alone. 


TRUSSES FIRE RESISTANT 


TRUSSES have been erected so 
that skid loads may be piled four 
high and five wide. Among the 
numerous advantages of truss con- 
structoin is the ability of trusses to 
withstand fire without buckling. 

Mr. Willis estimates the capacity 
of the company’s main shed has been 
doubled by tearing out the second 
deck of bins, which were only half 
filled most of the time anyway. 
Lumber can now be piled solid. 
Present capacity of the shed after 
remodeling is estimated at 2,500,000 
feet. 

Although the overall reconversion 
job for mechanical handling will 
run around $100,000, use of the 
Hyster equipment, the company es- 
timates, will repay this expenditure 
with dividends. Berwyn received 
its first Hyster carrier eight months 
ago and is considering additional 
equipment after the modernization 
program is completed. 


HOW the main shed of the Berwyn Lumber company looks now that 
remodelling is completed. Capacity of the shed, now almost four mil- 
lion feet, was doubled. Lumber can now be piled solid, five skids 
high and four wide. 
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Come Out From Under 
give yourself full credit for all your services ... in 


that Cabbage Leaf—and 


your advertising, in your publicity, 
and display posters. 

For instance, if you answer 20 questions a day about 
financing, don’t take it for granted merely as “part of 
the job.” If people are continually asking you for free 
advice on building and modernization loans, then you’re 
offering the public Financing Advisory service and 
have every justification for featuring it in your ads. 

If you’re in the habit of referring your customer to 
reputable repair men of all kinds, advertise Home 
Repair service. If kitchen remodeling is one of your 
specialties, don’t advertise Modernization Service or 
Free Plan Books and let it go at that; give yourself the 
credit you honestly deserve and promote it as Kitchen 
Planning Service. 


your yard signs 


WANTED: MORE CLOCK WATCHERS! Out- 
side salesmen who breeze in late for appointments .. . 
inside salesmen who spend 25 minutes waiting on one 
customer and keep four more waiting . . . salesmen 
who fail to budget the CUSTOMER’S TIME create 
an incalculable amount of ill will. Are any of these 
salesmen working on your payroll? 


Special Memo to Price Advertisers: Obviously, your 
first job as an advertiser is to get good re¢ idership. But 
that’s not enough. Your ad has to make your readers 
want your product ; and to do that the copy must be 
believable. 

Therefore, when advertising sale merchandise or 
special discounts of any kind, make it clear in your 
copy just why you're offering such a bargain. Other- 
wise, your readers are going to ask themselves, “What’s 
the catch ?”—and stay away. 

The more drastic your reductions the more important 
it is to justify the price with convincing “reason why” 
copy. Back it up with phrases such as, “closing out 
the line” “sample goods” ... “irregular quantities, 
just the thing for small jobs” . . . “discontinued colors” 

. “odd lots.” 


Get yourself talked about—in a nice way that builds 
prestige for you and everything you have to sell—by get- 
ting to work now on a new publicity release for your local 
newspaper. 

Fresh out of ideas? Here’s a story angle that establishes 
you as an authority in your field and has the makings of a 
feature article: 

How to Pick Your Builder When 
Material Shortages Ease Up 

That’s something a lot of people would give their eye- 
teeth to know—particularly these days—and remember, 
the first thing your editor looks for in any publicity release 
is news value. 


By Norm Advertising, Inc. 
New York, N. Y. 
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Good Housekeeping: Consciously or subconsciously, 
customers associate the quality of your products with 
the appearance of your yard. Result: The dealer with 
the colorful, well-lighted, conveniently-planned show- 
room sells more remodeling and redecorating jobs. 


Success Formula: The advertiser who knows how to 
select good artwork is way ahead of the dealer who 
doesn't. For ads that have more eye-appeal aulomat- 
ically have more BUY-APPEAL. 

The basic test of any advertising illustration is 
whether or not it shows a situation in which the pros- 
pect can quickly and easily identify himself. If he can, 
then he’s going to be interested in finding out what 
you have to say in your copy. On the other hand, if 
your ilustration arouses no particular emotional re- 
sponse in him, then his eye will probably stray back 
to the news columns. 

The kind of pictures that hold your reader's interest 
are those that dramatize simple every-day situations 
common to everyone .. . illustrations that are packed 
with human interest, strong emotional appeal and 
action. 

The kind of illustrations that misfire are those thal 
are bizarre ... those that are static. A plain can of 
paint, for example, or a few insulation batts; a lifeless 
photograph of a house or ‘your headquarters. 


Good-Will Builder: A free Home Safety Check-Up 
builds good-will and also enables you to get your foot 
inside the door so you can look around and see what 
the prospect really needs. In planning your campaign, 
write to the major insurance companies, the National 
Safety council and other safety organizations for the 
latest facts and figures on home accidents and _ their 
causes ... causes you can help prevent. 


Competition’s training—are you? Topping the list of 
outside competitors are the automotive industry and the 
electrical appliance industry—both out to get the con- 
sumer’s dollar away from you if they possibly can. Here’s 
what they’re doing about it. 

The electrical appliance industry has three intensive 
sales training programs going full blast right now... this 
in spite of a big backlog of unfilled orders! And the auto- 
motive industry has no less than four sales training pro- 
grams well under way today. 

That’s why it’s so vital for every dealer to sharpen his 
merchandising tools and bring his sales training program 
up-to-date now ... why it’s so vital for every dealer to 
return now to aggressive selling ... to back his personal 
selling with hard-hitting aggressive advertising. 


Last-But-Not-Least . . . remember newspaper adver- 
tising is the backbone of any promotional campaign 
and consistency is the keynote to any advertising success! 
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Complete working blueprints and specifica- 
tions of any house design published in this 
magazine are now available af $5 per set. 
Two sets of plans for the same house are $8, 
three sets $10, four sets $12 when ordered 
at the same time. All the blueprints are in 
a convenient 12x18 inch size and meet all 
FHA requirements. Please order plans by 
number, enclosing payment and address to 
American Lumberman & Building Products 
Merchandiser, 139 North Clark street, Chi- 
cago 2, Ill. 
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INDIANA 


Watch prices, Northup urges; 
Raymond Morris new president 


DEALERS should do everything 
possible to keep prices down, at the 
same time refrain from joining the 
current hysteria over the price of 
housing. 

That was the advice of H. R. 
(Cotton) Northup, secretary-man- 
ager, National Retail Lumber Deal- 
ers association, speaking at the in- 
dustry panel breakfast, a feature of 
the 63rd annual convention of the 
Indiana Lumber & Builders’ Sup- 
ply association, Indianapolis, Mar. 
11-15. 

“T think it is almost time for us as 
an industry to start doing every- 
thing we can to keep the price as low 
as possible, but not join this hysteria 
that we won’t build at today’s prices 
because if we don’t build at those 
prices we will probably not build at 
all in the metropolitan areas. 

“Our difficulty is that the govern- 
ment is not permitting us to build 
for the person that can afford to pay 
the price for the structure we can 
build for him in many communities 
today.” 

SET RECORD ATTENDANCE 


DEALERS set a record-breaking 
attendance of 2,000 for the conven- 
tion and the large number of exhibi- 
tors forced the association to enter 
its own exhibit in the lobby of the 
Murat temple. Many _ exhibitors 
were turned away for lack of space. 

Raymond Morris, Mitchell, suc- 
ceeded Charles E. Wagner, Indian- 
apolis, as association president. Har- 
old Main, East Chicago, was elected 
vice president. 

Faced with the question, “Is the 
industry pricing itself out of the 
market ?” Mr. Northup said: 

“T believe there is a great deal of 
hysteria about the price of housing. 
I get a little tired of government 
propaganda and the so-called hous- 
ing experts when they say we are 
building ourselves out of a market. 

“The market is not just a veter- 
ans’ market, the market for housing 
is a market for the whole American 
people. If the veteran cannot afford 
to buy the $10,000 house that we 
have to build for him, our metro- 
politan communities should have 
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Recent Dealer Conventions 





NEW officers of the Indiana Lumber & Builders’ Supply association pose with two National officers 

at Indiana’s 63rd annual convention in Indianapolis. First row, left to right, Charles E. Wagner, 

retiring president; Raymond Morris, Mitchell, newly-elected president; Harold Main, East Chicago, 

vice president; rear, Martin N. Chamberlain, educational director, NRLDA, and H. R. (Cotton) 

Northup, secretary-manager, NRLDA. Secretary Roland W. Slagle was absent when this picture 
was taken. 


rental property at a price he can 
afford to pay.” 


SURVEY BREAKDOWN 


TURNING to the results of a sur- 
vey recently completed by the Na- 
tional, Mr. Northup pointed out that 
even at today’s prices retail lumber 
dealers in the smaller communities 
are building houses at prices veter- 
ans can afford to pay. 

Reports from yards in 34 states 
showed that of homes built in 1946, 
23 percent of them were priced be- 
low $5,500; 59 percent below $7,500 
and only 17 percent sold at prices 
exceeding $9,000. All of these 
houses, except nine percent of them, 
were built in towns of 50,000 or less, 
localities in which 60 percent of our 
population lives. 

“Price-wise, even today under 
present conditions, our industry and 
its contractors in many communities 
can still build at a price if they can 
get the materials,’ declared Mr. 
Northup. 

“T know,” he added, “that is not 
true in your highly unionized metro- 
politan communities where we have 


had delays and everything else, but 
I think it is almost time for us as 
an industry to start doing every- 
thing we can to keep the price as low 
as possible, but not join this hysteria 
that we won't build at today’s prices 
because if we don’t build at those 
prices, probably in the metropolitan 
communities, we are not going to 
build at all.” 


PRICE TREND DOWNWARD 


ON THE question of prices, Mr. 
Northup predicted a trend down- 
ward eventually in building materi 
als. Because of improved production 
of building materials, there will not 
be the delay on the building site 
there was last year. 

“Tt is perfectly reasonable to ex- 
pect that even in our high cost met- 
ropolitan communities we might re- 
duce the cost of housing as much as 
20 percent within the next year 
merely by reason of a more adequate 
and prompt flow of materials and 
equipment to the job.” 

Answering the question, “Ilow 
long will it be before we can get 
mill work, doors, sash, ete. from 
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our regular sources of supply at rea- 
sonable prices?” O. C. Lance, secre- 
tary-manager, National Door Manu- 
facturers association, said produc- 
tion this year will double 1946 out- 
put “if we get enough pine shop.” 

The year 1941, said Mr. Lance, 
was the peak year in the production 
of sash and doors. Production since 
has gone downward until last year 
was the lowest in 10 years because 
of the scarcity of shop grades of 
lumber. 

Production capacity today is ac- 
tually greater than in 1941 because 
of the installation of high speed ma- 
chinery, assembly methods. ete. 

Dealers were advised by George L. 
Waetjen, National Plywood Distrib- 
utors association, not to buy West 
coast lumber or plywood that is 
priced too high. 

“You have hung for five years 
waiting for more normal building 
conditions — please hang on five 
weeks more and you will kill the ab- 
normal marketing practices in the 
industry,” pleaded Mr. Waetjen. 

W. H. O’Brien advised the dealers 
against buying green Southern pine 
on which the price is out of line. 


BLUNT SPEAKS 


INCREASED amount of finished 
dried uppers are being produced, ac- 
cording to J. R. Blunt, speaking for 
the West Coast Lumbermen’s asso- 
ciation. Mr. Blunt pointed out that 
West coast has never dried much 
more than half its product because 
buyers do not want to pay the addi- 
tional price for dried common and 
the freight saving by water is con- 
siderable. 

Martin H. Chamberlain, educa- 
tional director for NRLDA, said 15 
colleges are now offering 30-day 
courses in lumber merchandising 
and others will be added by next 
fall. By the end of this spring a 
total of 30 short courses will have 
been given by institutions in various 
parts of the country. Dealers, added 
Mr. Chamberlain, can help the Na- 
tional improve its educational pro- 
gram by indicating how the program 
may better be adapted to yard needs. 
Sixty-nine students have graduated 
from the two short courses offered 
at Purdue. 

Standing on the threshold of the 
greatest boom the industry has 
known, building materials dealers 
must be willing to “sell at a normal 
profit,” Robert P. Gerholz, past 
president, National Home Builders 
association, advised the convention. 

“Do we have the courage and 
strength of character to run our 
business on our own again?” de- 


manded Mr. Gerholz, a prominent 
Detroit builder, declaring that costs 
are the No. 1 problem at the mo- 
ment. He predicted that the indus- 
try will be completely decontrolled 
by April 15. 

Currently houses are being built 
for a market that doesn’t exist, 
added Mr. Gerholz, again warning 
dealers on the price issue and ask- 
ing them to reexamine every opera- 
tion in the light of costs. 


DOWNS SPEAKS ON PRICES 


JAMES C. DOWNS JR., well- 
known economist, said there exists no 
basis for the feeling of some that an 
era of declining prices lies ahead. 
Speaking on What's Ahead for 
Building, Mr. Downs predicted that 
prices of new houses this year will 
not go down, although some adjust- 
ment may occur in prices of exist- 
ing houses. He predicted an accel- 
erated decentralization of new busi- 
ness property. 

Other speakers on the program in- 
cluded Upton Close, who said that 
the “current effort to stop Commun- 
ism is the largest order ever handed 
to one people.” 

In his address, President Wagner 
urged dealers to “get the lumber 
business off the front page and back 
in the display advertising section 
where it belongs. We must get peo- 
ple to quit talking about housing as 
a problem and treat it as an oppor- 
tunity. The word housing itself is 
bad. Let’s call it home building 
and treat it with the respect these 
two words suggest.” 


RESOLUTIONS 
RESOLUTIONS adopted by the 


convention called for the lifting of 
all controls over housing including 
rent control over new housing; the 
passage of legislation which would 
outlaw the closed shop and provide 
“some ban on jurisdictional strikes.” 
Other resolutions asked for a ban 
on secondary boycotts, for the right 
of free speech for employers under 
the Wagner act, for limitations on 
mass picketing, for prohibition of 
strikes except where a majority of 
all employees in the affected plant 
approve and to make all unions re- 
sponsible for their contracts. A reso- 
lution on taxes asked Congress to 
amend Article 101 of the Internal 
Revenue code to provide for “equal 
taxation on all businesses such as co- 
operatives and organizations pro- 
moting co-operatives.” 

Social features of thy convention 
included the Hoo-Hoo concatenation 
and banquet and the annual banquet 
and floor show at the Claypool. 
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WESTERN PINE 


San Francisco meeting elects 
Jamison to succeed Stange 


HOMER B. JAMISON, Byles- 
Jamison Lumber company, Fresno, 
Calif., was elected president of the 
Western Pine association at the as- 
sociation’s annual meeting in the 
Palace hotel, San Francisco, Feb. 
27-28. Mr. Jamison succeeded Au- 
gust Stange, who held the presi- 
dency for two years. 

Other officers elected include: A. 
L. Glassow, Bend, Ore., first vice 
president; Perey Burke, Sacra- 
mento, Calif., second vice president ; 
A. C. Lighthall, Baker, Ore., treas- 
urer. 

Western Pine’s record peace-time 
production of six billion feet was 
pointed to with pride by the speak- 
ers, who viewed with alarm, how- 
ever, the unreasonable prices being 
obtained for lumber and the amount 
of unseasoned lumber that is being 
used. Continued research and trade 
promotion programs were approved 
by the association. 

Speakers at the session included 
S. V. Fullaway, secretary-manager, 
who spoke on the topic, The Western 
Pine Industry Should Stop, Look 
and Listen. Assistant Secretary- 
Manager W. E. Griffee talked on the 
prospective demand for 1947. R. A. 
Colgan Jr., executive vice president, 
National Lumber Manufacturers as- 
sociation, Washington, D. C., was 
also on the program. 

Attendance at the vneeting was 
the largest in re-_nv years. The 
next meeting of the association will 
be held in Portland, Ore., in August. 


WEST VIRGINIA 


Hartzell Turner, Clarksburg, 
elected association president 


WITH a registration approxi- 
mately 20 percent ahead of last 
year, the West Virginia Lumber and 
Builders’ Supply Dealers’ associa- 
tion held its annual convention in 
the Frederick hotel, Huntington, W. 
Va., Feb. 9-11. 

Hartzell L. Turner, Hartland 
Planing Mill company, Clarksburg, 
was elected president of the associa- 
tion. Vice presidents elected were 
James C. Borden, Citizens Coal & 
Concrete company, Bluefield; Harry 
A. Hamilton, Hinton Builders’ Sup- 
ply company, Hinton; J. C. Butch- 
er, Butcher-Layfield Lumber com- 
pany, Weston; Earl Lilley, Beckley ; 
J. L. Huffman, Beckley Lumber & 
Supply company, Beckley. 

NEW DIRECTORS 

NEWLY-ELECTED directors 
are D. C. Thompson, Carolina Lum- 
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ber company, Huntington; Charles 
E. Badger, Badger Lumber com- 
pany, Parkersburg; Charles P. 
Thorn, General Woodworking com- 
pany, Morgantown; Fred C. Savage, 
Charleston Lumber company, 
Charleston; Tom Wilson, Mounds- 
ville Lumber company, Mounds- 
ville; C. G. Conaway, Fairmont 
Wall Plaster company, Fairmont ; 
C. I. Cheyney, Bailey Lumber com- 
pany, Bluefield. 

Heading the list of speakers on 
opening day was H. R. (Cotton) 
Northup, secretary-manager, Na- 
tional Retail Lumber Dealers asso- 
ciation, who outlined the current 
program of NRLDA. He told what 
the National is doing to encourage 
maximum building and outlined its 
policies aimed to increase efficiency 
and reduce costs within the indus- 
try. 

Tt you have been lulled into a 
state of relaxation by the apparent 
relaxation of controls,” said the 
NRLDA official, “it’s time for you 
to wake up. It’s not going to be 
smooth sailing yet. You had better 
get solidly behind your association 
and make national affairs your busi- 
ness.’ 

Other speakers on the program in- 
cluded M. V. Coffey, Miami Cabinet 
division, The Philip Carey Manu- 
facturing company, Middletown, 
Ohio, who talked on American 
Salesmanship—or Else; John H. 
Hough, field engineer, Southern 
Pine association, New Orleans, 
Lumber Supply and Dealer Oppor- 
tunities in 1947; Walter A. Buchan- 
an, managing director, Huntington 
Chamber of Commerce, What Price 
Complacency; Herbert U. Nelson, 
executive vice president, National 
Association of Real Estate Boards, 
Washington, D. C., Freedom is a 
Program. 

Climaxing the convention was the 
banquet held in the ball room of The 
Frederick hotel at which Hon. Wil- 
liam C. Strickling was toastmaster. 
Singing by the International Nickel 
Male chorus was follawed by general 
dancing. 


INTERMOUNTAIN 


Weigle elected president at 
Salt Lake City convention 


W. W. WEIGLE, secretary-treas- 
urer, North Side company, Jerome, 
Ida., was elected president of the 
Intermountain Lumber Dealers as- 
sociation at the fourth annual con- 
vention at Hotel Utah in Salt Lake 
City, Feb. 27-Mar. 1. Registration 
for the convention was 367 men and 
292 women. 

Other officers elected were: 
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Charles A. Larsen, Bountiful, first 
vice president; W. H. Supp, Wells, 
Nev., second vice president; Sher- 
man ©. Robinson, Salt Lake City, 
secretary-treasurer; A. G. Peterson, 
Springville, Utah; J. R. Coffin, 
Elko, Nev. and A. E. Montgomery, 
Salt Lake City, were elected direc- 
tors for three-year terms. 

Speaking on the Distribution of 
Millwork in 1947, I. H. Ramsey, 
Curtis companies, Inc., manufactur- 
ers of millwork, promised a “con- 
tinuing increase in production.” He 
predicted that declining purchasing 
pressure and increased production 
will help balance the lopsided hous- 
ing market before the end of this 
year. 

HITS PATERNALISM 

“ITF SUPPLIES continue to im- 
prove, construction inevitably will 
drop in cost and so will home prices 
and rents,” Mr. Ramsey prophesied. 

William R. Schneider, St. Louis 
attorney, teacher and author of the 
Missouri workmen’s compensation 
law, warned the convention of the 
danger of government paternalism. 

Charging that “the Supreme 
court no longer follows precedent 
nor Constitution,’ Mr. Schneider 
added that “our constitutional 
American free enterprise system has 
been missing a front wheel since 
1914 and that a handful of national 
labor leaders are crucifying Amer- 
ict upon a cross of greed, gold and 
self aggrandizement.” 

In his president’s report, Ray J. 
Dawson said: 

“We feel that we can do a more 
adequate job of meeting the present 
housing crisis if dealers are per- 
mitted to go forward without fur- 
ther restraint and regulation. While 
we still have a tremendous job to do, 
particularly as to the procurement 
of materials and fitting our custom- 
ers’ pocketbooks to present building 
costs, we shall be glad to return to 
free enterprise. 

“The people of the intermountain 
empire—and this includes not only 
Utah but Idaho, Nevada and Wyo- 
ming—must unite in the advance- 
ment of our resources.” 


MILLWORK SITUATION 


SHORTAGE of finished mill- 
work rather than lack of lumber is 
the underlying cause of the national 
housing muddle, H. V. Simpson, ex- 
ecutive vice president, West Coast 
Lumbermen’s association, told the 
dealers. Strong production is ahead, 
predicted the association executive, 
pointing to the 34 billion board feet 
turned out last year, two billion over 
1945 totals. 

The end of the current inflation- 





ary price boom within the next few 
months was predicted by George §, 
Kecles, Ogden, president, First Se- 
curity Bank corporation. 

“I think we may expect a leveling 
out of favorable conditions within 
the next few years,” he said. “The 
end of the boom will become appar- 
ent during the coming months. A 
marked economic decline will be felt 
by 1950. One consequence may be 
a drop of 75 to 85 percent in total 
production capacity.” 

Other speakers on the program 
and their topics included: Gov. Her- 
bert B. Maw, The Second One Il un- 
dred Years in the Intermountain 
Empire; Virgil G. Petersen, Red 
Cedar Shingle bureau; Royal L. 
Garff, How Are Your Public Rela 
tions; Col. Jack Major, Tazes, 
Women and Hogs. 

The convention closed with the 
annual banquet and dance. 


Southeastern Hardwood Club 
Gathers for Annual Meeting 


The annual meeting of the 
Southeastern Hardwood Manufac- 
turers club was held Jan. 15 in 
Columbus, Ga., in conjunction with 
the annual meeting of the Roof 
Manufacturers association. 


At the executive session for the 
Hardwood club, President Robert 
Rush appointed Blucher Blair, 
chairman, Robert Manley and E. 
A. Scott to serve on the nominat- 
ing committee. All officers were 
reelected as follows: Robert H. 
Rush, president; Raymond E. Sul- 
livan, vice president and Ethalind 
McCarthy, secretary-treasurer. Di- 
rectors re-elected are: Edwin L. 
Douglass, H. L. Morris and Col. 
Earl Robinson. New Directors 
are: J. M. McElrath, Leon Clancy 
and E. A. Scott. - 


The general theme was “ship 
dry lumber, for green lumber is a 
thing of the past as far as buyers 
are concerned.” It was pointed out 
that there seems to be a widespread 
sales resistance to high prices, but 
it was the concensus of opinion 
that the market on good dry lum- 
ber would be good all year and 4a 
good price would be received for 
it. 

Wholesalers were charged with 
playing the biggest part in main- 
taining prices and J. Alex McMil- 
lan, president, Southern Wholesale 
Lumber association, agreed that 
wholesalers could do much toward 
keeping a stable market and he ad- 
vised against trying to push lum- 
ber on the market right now, when 
conditions could jump either way. 
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WASHINGTON 





GAVENIDAR 


VETERANS’ HOUSING, as spelled out under the Wyatt regime, is practically ended. The building indus- 


try would like to see all controls lifted. However, neutral observers believe that construction controls are 
likely to be shifted to Housing Expediter Creedon when other agencies fold. Rent control in its present form 
is likely to lapse, but probably will be revived under a special agency or the Expediter’s office. 


MILLWORK SEEMS TO BE THE CHIEF SHORTAGE among retailers. Scarcity of millwork has delayed 


construction and has stimulated price increases in other lines. When this bottleneck is broken, you may 
expect the increasing volume to soften prices—at least that's the opinion of one dealer. The shortage of 
millwork has brought a complaint that western sawmills are cutting mixed species instead of ponderosa, 
sugar pine and the like, which produce the needed shop. The truth, we believe, is that mills are cutting 
as much of the premium species as before the war, with the mixed species for which there is now a mar- 
ket as extra production. 


RETAILERS HAVE TWO WORRIES: first, the probable level of building material prices and second, 


the probable demand for new construction. A sample questionnaire among retailers indicates that while 
some yards are increasing inventory, they're not entirely convinced the move is a sound one. Others, 
fewer in number, are rapidly building up stocks, thinking there will be full need for them. A good many 
retailers are not using the old markup, saying that at current prices this would certainly start a resistance 
movement among customers. They're content with a narrower margin. 


ORDERS FOR 367 MILLION FEET OF SOFTWOODS has been placed in the U. S. by the United Kingdom. 


Last year the U. K. got just over 40 million. The big purchase has not been licensed, but the orders 

have been placed and accepted. U. K. lumber purchases are not part of the proposed Middle East pro- 

gram, but they are part of the policy of supporting our friends in Europe with needed supplies. Without 

03 controls, European countries with exchange or credit and desperate need for goods could drain the 
. 5. market. 


VOLUME OF CONSTRUCTION IS DISAPPOINTING thus far this year, say neutral analysts, both in new 


homes and in non-housing construction. Dealers say there isn’t much resistance to construction lumber 
prices, but there is real resistance to prices of high-quality materials including plumbing, heating and fea- 
tured equipment. This resistance has not been sufficient to reduce prices. Industrial buyers are said to 
be organizing informally to resist speculative prices asked for plywood in non-normal trade channels. Some 
of these prices are said to be double those asked in established channels. There seems to be small pros- 
pect for increasing the supply of soil pipe because of the increased demand in other channels for scrap 
_ pig iron. There is talk of a paint shortage ‘for several years.” However, there should be some relief 
this fall. 


GOVERNMENT WILL GO INTO THE DOMESTIC MARKET for some direct purchases, especially food. 


The Middle Eastern program, plus the Hoover report, sent wheat soaring up past the $3 mark for the sec- 
ond time in 99 years before the break came. You can expect the new program to call for supplies that 
are already tight, not only food but also motor vehicles, steel, machinery and perhaps lumber. Some 
prices will rise, but the total increase is not expected to be large. In fact a domestic price increase of any 
large size would topple the home market. A more likely effect is to delay or prevent the expected price 
recession. predicted by government economists for late this year. There is some prospect that scarce goods 
will be allocated to keep the proper balance between export and domestic markets. There has been some 
talk of restoring price controls, but this is hardly likely unless the market completely blows its top. Export 
controls, we're told, will be kept. This touches our industry. 




















FOREIGN AFFAIRS continue to be the capital’s hot poker. The new foreign policy is a current factor in 


shaping America’s home economy. If the cost proves excessive, then balancing the budget or cutting the 
national debt or reducing taxes, maybe all three, will have to wait. The future of an economy program 
Is not too bright. However, those who should know say that the new policy of firmness makes a shooting 
war less probable—and the cost is comparatively reasonable. 
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From the Orchid Department 


F WE WERE asked to scan the 
advertisements of the week and 
select the heading that impressed 
us most, we would toss the orchid 
to the Duo-Temp, 2-in-1, no-defrost- 
ing refrigerator people who came up 
with Worth Its “Wait” In Gold. The 
ad then proceeds to convince you 
that really big money and complete 
satisfaction can be acquired by wait- 
ing. 
. “+ 
Speaking of Ads 
LEVERNESS doesn’t always 
pay off, however. You don’t 
have to grope constantly for some- 
thing new and different in order to 
be able to write a good ad. The pub- 
lie is interested only in knowing 
what you have to offer, what it will 
do for them in the way of profit, 
convenience, comfort, pride of own- 
ership. Give them these facts in a 
simple, straightforward manner, in 
words they can understand, and the 
chances are you'll have satisfactory 
results. 
Bg as aK 


If businessmen used the same 
words and said the same things as 
their ads, listeners would often 
take to their heels. 


* * he 


Flag Out an Idea 
HE REASON WHY Worth Its 
“Wait” In Gold is a good head- 
ing is because it arrests attention, 
tells the reader frankly that current 
demand is greater than supply (ir- 
refutable evidence of popularity) 
and that waiting is profitable.. That, 
to our way of thinking, is turning a 
liability into an asset. 
* * * 
It’s easier to sell something that’s 


scarce. An oversupply invariably 
creates sales resistance. 


* * k 


The Big Race Is Onl! 
WE SEE BY the papers that 

individual debts increased $6 
billion in 1946 the greatest 
annual rise on record. That puts 
it within $1.1 billion of the all-time 
high of $40.7 billion in 1929. There 
is food for thought in the fact that 
most new products (such as autos, 


48 








refrigerators, electrical household 
appliances) haven’t really started to 
flow onto the market. Looks like the 
greatest race in history (for the 
consumer’s dollar) is about to start. 
Better watch the ledger. Most of 
them are beginning to thicken. 
x o* * 

On the other hand, loans on life 

insurance premiums continue to 

decline for the fourteenth year in 


a row. 
Bo oe a 


Heading for Trouble 
CARCITIES have made selling 
so easy that we are apt to for- 
get that plenty of everything also 
means plenty of competition. When- 
ever you can buy as much of what 
you want and get it when you want 
it, don’t forget that the fellow down 
the street can do the same thing. 
That’s when the fireworks will start. 
BS BS Be 

Remember the contractor with a 

glint in his eye and a list of ma- 

terials in his hand who used to say 


“How much?” He’s on his way 
back. 


cS * * 


The Swinging Pendulum 
A®’ WE said a few paragraphs 

back, it’s always easy to make 
sales when goods are in short sup- 
ply and prices are going up. People 
hurry to buy before they go higher. 
Under such circumstances price cut- 
ting is practically unknown. High 
prices stimulate production. Fac- 
tories increase their capacities. New 
ones start. Everybody rushes in for 
the kill. Soon there is too much 
of everything and prices start 
tumbling. Price cutting becomes the 
order of the day. Then people don’t 
buy because they expect prices to 
go lower. Seldom is there a period 
when supply and demand are in 
balance. 

By * * 
Competition-less years are about 


over. Few realized how grand 
they were while they lasted. 


* * & 


Tradition, Our Worst Enemy 
T’S HARD to believe there will 

eyer be a better way of building 
a home than the method we have 
always known. Consequently, lumber 








dealers are being by-passed as jo- 
tential outlets by the building pre- 
fabricating industry. Regardless of 
progress made to date, it is not pos- 
sible to brush off prefabrication of 
houses as an idle threat. The world’s 
largest firms already have several 
hundred million dollars invested in 
research and factories. Eventually 
something will come of the vast ac- 
tivity. 
* * * 

“Hitler tried for five years to stop 

the wheels of English industry. 

The nationalization of the coal in- 

dustry stopped half of them in 14 


months.”—Dr. George S. Benson 
at the Texas convention. 


* % * 


Easy to Say .. . Hard to Do 
[v's NOT THE TIME to fill up 

empty bins and shelves beyond 
the irreducible minimum. . . Or 
to increase operating costs. A drop 
in price is sure to come sooner or 
later and it’s almost impossible to 
cut operating costs as fast as is 
necessary in order to keep up with 
the downward spiral. 


* % * 


We have mastered machines but 
not human relationships. The lat- 
ter are far more important than 
the former. 


Bi * of 


Weather Vane 
F YOU WANT a glimpse of to- 


morrow’s competition, read to- 
day’s ads closely. They point to the 
way the wind is blowing. 


* * * 


Waste Advertising Space 
HE AVERAGE lumber dealer 


is said to waste more perfectly 
good advertising space than any 
other retailer, according to a well- 
known display advertising executive. 
“Look at the billboards around 
town and consider what they cost,” 
he says. “Lumber dealers often have 
better locations for sales-making 
signs where their goods are soli. 
Few are used. Why?” 
We’ve often pondered the ques- 
tion, too. | 
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TO EACH SELL A 
DUST Roto-Blast 
CUSTOMER 


DUSTER 


mes ass sin ad 


ROTO-BLAST FEATURES SELL FOR YOU! 

@ Never needs oiling, plunger permanently 
lubricated. 

® Roto-Blast center discharge lets duster op- 
erate efficiently no matter how it’s held. 


# New type air control assures smooth dust 
pickup, easy control of discharge. 

® Directional nozzle makes application easy, 
fast, accurate; it saves money by elimi- 
nating waste of dust! 


BUILDING Propucts MERCHANDISER, 


Send in your order now. 


FREE DISPLAY 
FOR YOUR STORE 


This FREE Lowell Roto- 
Blast Display helps you 
sell. It gets the story of 
the Roto-Blast’s advan- 
tages over fast. One packed 
FREE with each dozen 
dusters. Set this display 
up, in your windows, and 
on your counters. Build a 
dust display around it. 
Put it to work at once. 


IMMEDIATE 
DELIVERY 


These dusters 
are manufac- 
tured, packed 
and ready to 
ship. Each day’s 
delay is costing 
you sales. Send 
your order for 

immediate 4 
shipment. 
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EVERY INSECTICIDE PURCHASER NEEDS A 


LoweLe Foto Blast DUSTER 


Huge national advertising campaigns will quadruple | 
the number of housewives, gardeners and poultrymen 
who come to you for powder insecticides and dust. 
Show them how Lowell Roto-Blast Dusters make in- 
secticides go further, how they do a better job with 
less work; make two sales instead of one. Get this 
extra profit with no extra effort. Every insecticide pur- 
chaser is a ready prospect for a Lowell “Roto-Blast” 
Duster. The Roto-Blast is available now for immediate 
delivery. Order now. 


Lowe ileaiiiiais Co 


DEPT. 63, 589 EAST ILLINOIS ST., CHICAGO 11, ILL. 


MAIL THIS COUPON TODAY 





LOWELL Manufacturing Co. 
DEPT. 63, 589 E. ILLINOIS. ST., CHICAGO 11, ILL. 


Yes, ! want to double my profits. Ship me immediately 
dozen Lowell Roto-Blast Dusters at 
$12.60 ($14.75 Western Territory) per dozen, F.O.B. LOWELL, 
Michigan. 





DEALER'S NAME 
STREET 








CITY. STATE 
MY JOBBER'S NAME 
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Sliding Door Equipment 


For interior doors only, such as 
wardrobe, bedrooms or other doors, 
Kennatrack permits door to slide 
smoothly into wall with resulting 
conservation of space. It has a spe- 
cial appeal to housewives with lim- 
ited floor area, although it is said 
to be meeting excellent demand for 
all types of homes because of con- 
venience and flexibility of position- 
ing door openings. It is being dis- 
tributed through established mill- 
work, sash and door and contract 
hardware outlets. For a descriptive 
folder write Jay G. McKenna Inc., 
Dept. AL&BPM, East Jackson 
boulevard, Elkhart, Ind. 


Asbestos Cement Cutter 


A new device known as the shear- 
ing jig has been developed to speed 
the cutting of asbestos cement build- 





ing materials. Plans for the con- 
struction of the shearing jig are 
available by license arrangement 
through Johns-Manville dealers. The 
device enables a workman to cut 
sheets of board into any desired size 
and shape in much shorter time than 





that required to make the cut with 
an ordinary saw. Narrow strips also 
can easily be cut with the jig. It 
is said the shearing jig can easily 
be constructed by the average me- 


chanie and consists of stock wood 
and steel members. A color motion 
picture, demonstrating the shearing 
jig’s construction and operation is 
now being shown throughcut the 
country by Johns-Manville dealers. 
For further information about the 
shearing jig and other Johns-Man- 
ville products, write Johns-Manville 
corporation, 22 E. 40th street, New 
York 16, N. Y. 


Steel Windows 


Features of the Steelcraft steel 
windows are double weathering con- 
tact all around, said to assure 
weather tightness and water tight- 
ness ; positive cam action locking de- 
vice; extra long leg all around out- 
side section to permit substantial 
bearing in masonry walls. There are 











screens available for all windows. 
Included in the line is a_ utility 
window with draft guard, used for 
stock and dairy barns. Others are 
for residence casements, basement 
and industrial plants. For more 
complete details write Steelcraft 
Manufacturing company, Dept. 
AL&BPM, Rossmoyne, Cincinnati, 
Ohio. 


Wood, Masonry, Textile 
Preservative 


Cera-seal doub-L-life preserves 
and protects wood, masonry, leather, 
textiles and insulation. There are 
two types and weights for use on 
wood; preservative sealer for hard- 
woods and preservative sealer for 
softwoods. The fungicide is said to 
protect against weather damage, dry 
rot and warpage, termite and insect 
infestation, mildew and fungus 
growth. It can be applied with 
brush, spray, cloth or by immer- 
sion. On the farm it can be used 
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on fence posts, hog house floors and 
runners, poultry houses, corn cribs 
and all outbuildings. It can be used 
in the home on furniture, woodwork 
and floors. It seals and preserves 
concrete, masonry and plaster, giv- 
ing protection against water, mois- 
ture and weather and guarding 
against stains. It guards insulation 
against moisture absorption. For 
more complete details write Ceraseal 
Chemical corporation, Dept. 
AL&BPM, 221 N. LaSalle, Chicago 
1, Tl. 


New Chromedge Displays 


The B & T Metals company an- 
nounces the availability to all deal- 
ers of new Chromedge unit displays 
featuring the 450 and 600 series 
metal trims for cove base installa- 
tions. The colorful displays feature 
the 414 inch and 6 inch series of 





easy-to-install corner and end sec- 
tions. It is said the displays are 
compact and light in weight so they 
can be easily carried around for on- 
the-spot demonstrations. The trims 
come drilled and countersunk for 
screws, ready to be set into place 
and fastened down. For more com- 
plete details on the trims and the 
displays write B & T Metals com- 


_ pany, Dept. AL&BPM, Columbus, 


hio. 


Redwood Data Sheets 


To aid lumber dealers in selecting 
the proper grade of redwood lumber 
for each specific application, two 
new illustrated data sheets, Yard 
Grades and Grade Use Guide, are 
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Quality Lumber 
for 59 Years 











, California Sugar Pine 
. Ponderosa Pine 2 
E Western White Spruce \ 


WINTON LUMBER SALES CO., Foshay “Jower, MINNEAPOLIS 2, MINN. 














— EVES type +-L 
Do You Want a Permanent Source of 
Douglas Fir Lumber, Including Uppers? 


Going operation in Lane County, Oregon, cutting old growth 
and second growth, capacity 50,000 ft. per 8 hr. shift. Just 
installed green chain, new band resaw, new planer-matcher. 


Interested in making tie-up with reliable retailers who are 
willing to invest $5,000 which will guarantee them a car of 
lumber per week at market prices. 


The investment can be a deposit against purchases or can be 
an outright purchase of corporation stock. 


Write for details to Box J-40, c/o American 
Lumberman. 




















OFFICIAL ESTIMATOR. By J. M. Leaver. In- 
stantly gives the contents of any piece in super- 
ficial feet and decimals, the lengths running by 
quarter-inches to 7 feet and by feet from 7 to 
54. Widths are stated in 65th, 32nds and 16th 
under one inch and proceed by quarter-inches 
up to 591%, inches. The figures given are for 
stock 1 inch in thickness; for thicker stock it 





THE KIND OF PLANER 
YOU HAVE LONG WANTED! 








is mentally multiplied by the proper factor. This 
estimator is especially useful for figuring the 
board measure of fractional sizes in box and fur- 
niture dimension and similar items. Other tabu- 
lations include kerf estimator, molding estimator, 
freight estimator, waste estimator, estimator for 
rounds and squares, etc. Specimen pages sent 
on request; 172 pages, 5x11% inches (coat pocket 


Big enough to handle all of a lumber com- 
pany’s requirements. Built for the precision 
accuracy formerly obtainable only with the 
larger machines. A husky producer with In- 
clined Bed and many patented features pro- 
moting convenient, time-saving operation and 
highest quality work. Priced way below the 
larger machines. Write for details, 





size) with full cut index; substantially bound in 
leatherette. Price, delivered, $6.00. 


AMERICAN LUMBERMAN 
139 N. Clark St., Chicago 2, Illinois 


MACHINE 
238 Eighth St. 


WORKS 
Holland, Mich. 




















SELLING THE PRODUCTS OF DISTRIBUTORS OF oenie 
*THE McCLOUD RIVER LUMBER GHEVLIN PINE 
COMPANY : PONDEROSA PINE 
McCloud, Calif. Reg. U. S. Pat. Off. 


(PINUS PONDEROSA) 
EXECUTIVE OFFICE 


900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 


NEW YORK CHICAGO 
1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 
Mohawk 4-9117 Telephone Central 9182 


*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


*Member of the Western Pine Associa- 
tion, Portland, Oregon. 


CP ee Fo Wordenh 
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SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 




















SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 























WHAT’S NEW? 





currently being distributed by the 
California Redwood association. The 
publications may also be used in 
merchandising and sales promotion. 
Designed as quick and easy refer- 
ences, the data sheets are the con- 
venient 8x11 size. They are punched 
for ready insertion in sales or specifi- 
cation books. Featured in each are 
the new lumber grades adopted by 
the industry. Yard Grades gives a 
description of each of the seven new 
yard grades of redwood. Grade Use 
Guide presents a handy list of the 
proper yard grades for more than 
90 specific uses of redwood in build- 
ing construction, on farms and in 
the garden. -The two data sheets 
may be obtained without cost by 
writing to the California Redwood 
association, Dept. AL&BPM, 405 
Montgomery street, San Francisco 
4, Calif. 
Kem-Tone Trims Display 

New Kem-Tone trims to match 
the new line of Kem-Tone colors are 
now offered in a colorful and com- 
pact self-selling display which com- 






fouet@ee TRIMS 


RD UNS AD RAAT NS AOR ONE AONE 
noha 


bines eye-appeal and _ buy-appeal. 
The display is 27 inches long, 15 
inches deep and 18 inches high, and 
contains a gross of Kem-Tone trims 
divided equally among the 24 pat- 
terns available. This new point-of- 





Managers Save Time 


by keeping all important op- 
erating papers—costs, produc- 
tion or sales records, profits, 
etc.—at their finger tips in 
this handy desk-side MANA- 
GERIAL FILE. No lost pa- 
pers. No waiting for the file. 
Double-locked for privacy. 
Smart appearance. Write for 
circular. 


Northwest Metal Prods. Co. 
1337 E. Mason, Green Bay, Wis. 














LEMIEUX BROS., INC. 


FORESTERS--TIMBER ESTIMATORS 
APPRAISERS--CIVIL ENGINEERS 


610 Pere Marquette Bidg., NEW ORLEANS, LA 
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sale display is constructed of heavy 
cardboard for long service and the 
headpiece is beautifully lithographed 
with full-color reproduction of all 
24 trims. A chart shows the ap- 
proved trims for each Kem-Tone 
color. For more complete details 
about this display and Kem-Tone 
products write Sherwin - Williams 
company, Dept. AL&BPM, Cleveland 
1, Ohio. 


Triple-Purpose Screw Driver 

A handy new tool for shop main- 
tenence men, mechanics and others 
has appeared. It is Tuffy, a new 
triple-purpose screw driver tool with 
a power-arm arrangement that gives 
extra power which unlocks rusted 





reverse, 


screws. In Tuffy makes 
possible the last quarter-turn pres- 
sure needed to tighten screws and 
make them stay put. With the 
power-arm folded back into the 
handle, Tuffy becomes a standard 
type screw driver. The tool has an 
aluminum handle; blade is drop- 
forged steel and plated to ward off 
rust. It is made in five, six and 
eight inch long blades. For more 
complete details write Swallow Air- 
plane company, Dept. AL&BPM, 
Wichita, Kan. 


Northern Hardwood Price List 

A new Northern hardwood price 
list service is being issued by the 
Broughton Printing company, Min- 
neapolis. Since 1883 this establish- 
ment has been specializing in price 
lists for lumbermen. They discon- 
tinued the work during the period 
of OPA, but are again issuing price 
lists on Northern pine, hemlock and 
hardwood. The service consists of 
sending the price list as price 
changes warrant from March 1, 
1947. The price list contains tables 
showing f.o.b. prices, freight rates 
to principal cities, millwork charges, 
estimated weights and combined 
charges for rapid calculation of de- 
livered prices. All tables in this new 
issue have been completely revised. 
For prices and more complete de- 
tails write Broughton Printing com- 
pany, Dept. AL&BPM, Minneapolis, 
Minn. 
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Insulation in Quonset Huts 

An attractive 12-page booklet giy- 
ing complete instructions for pro- 
tecting Quonset buildings against 
heat and cold is now being offered 





without charge to dealers. The new 
booklet describes the same method 
of installing Kimsul insulation in 
Quonsets for civilian use that was 
employed by our armed forces. In- 
cluded in the booklet are 21 illustra- 
tions and charts. To receive a copy 
write Kimberly-Clark corporation, 
Dept. AL&BPM, Kimsul division, 
Neenah, Wis. 


Revolving Hose Guide 

This item is built to last and is 
designed to save worry, time, labor, 
plants, flowers and garden hose. The 
top portion of the hose guide is 
made up of two metal castings so 











that each will rotate freely when 
hose is drawn around. The stake is 
15 inches in length made of cold 
rolled round steel. The entire unit 
is protected by bonderite and _ is 
painted either green or red and 
baked for preservation and appear- 
ance. The hose guide weighs ap- 
proximately one pound. For more 
complete details write Garden Spe- 
cialties company, Dept. AL&BPM, 
1727 Tenth street, Berkeley- 2, 
Calif. 
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Making Wallpaper Washable 

A new wax preserver will wax 
and protect the wallpaper, help pre- 
vent sun-fading and will make al- 
most any kind of paper washable. 
Transglo coats the surface of the 
paper with a clear, transparent coat 
of wax, easily applied with a cloth 
and then thoroughly rubbed into the 
paper. Dust, dirt and stains can 
then be cleaned off the treated paper 
with a damp cloth and mild soap. 
For more complete details write 
Transglo company, Dept. AL&BPM, 
P. 0. Box 4, Little Neck, N. Y. 


Mine Detectors in Saw Mills 

To prevent the breakage of saws 
and lost man hours, mine detectors 
are being used in mills to spot hid- 
den bolts, nuts and other pieces of 
imbedded metal in logs. By passing 
all logs beneath the detector, the 
detector sounds a warning when a 
spiked log passes by, and the timber 
is shunted aside. The use of de- 
tectors not only saves time, but pre- 
vents dangerous accidents that can 
happen when saws are broken or 
metal starts flying. For further in- 
formation on using mine detectors 
and how to obtain them write Rose 
Brothers company, Dept. AL&BPM, 


Cincinnati, Ohio. 








Cutting Glass Circles 


In this improved cutter, the arm 
is now shaped to bring the top of 
the handle within about 1014 inches 
of the platform. It has also been 
enameled blue to prevent rust and 
to give the worker a color most rest- 





ful to the eyes. The semi-cast steel 
arm is mounted on a seven-ply ply- 
wood %4 inch re-inforced, stained 
base board. The spindle or shaft is 
a hardened drill rod with steel bush- 
ings inserted in the cast arm. The 
square bar for regulating the cut- 
ting size of circles, as well as the 
handle bar, are square cold rolled 
steel fitting into the arm at a true 
right angle with the spindle. The 
glass cutting machines can be sup- 
plied to cut circles of any size up 


to eight, 15, 24 or 32 inches with 
base boards of corresponding size. 
For more complete information 
write E. Karelsen Inc., Dept. 
AL&BPM, 125 W. 45th street, New 
York 19, N. Y. 








When writing for new literature 
or further details about products 
described here, please mention 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MER- 
CHANDISER as the source of 
your information. 








Fine Surface Finishing 


For fine finishing on wood, metal, 
plastic or any commonly used ma- 
terial, there is being manufactured 
Duratite Wood Dough (for large 
cavities) and Duratite surfacing 
putty (for smaller cavities). It 
comes in seven wood colors in tubes 
and cans. It is said that only one 
application is needed for the aver- 
age fill. It is said to be waterproof, 
weatherproof, fire resistant and 
withstands heat and cold. It fills 
dents and scratches and mends 
broken edges. It can be sanded, 
polished, sawn and cut. For more 
complete details write Webb Prod- 
ucts company, Dept. AL&BPM, 242 
S. G street, San Bernardino, Calif. 





GIVE ME A PICTURE— THAT'S SURE TO SELL 

GIVE ME A TRADEMARK — SO MY CLIENTS CAN TELL! 

GIVE ME A CARTOON—TO AMUSE MY FRIENDS! 

GIVE ME A SLOGAN—THAT REALLY "SENDS"! 

GIVE ME "WOODY" — THE PANEL THAT "GIVES" . . . EVERYTHING! 
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Mc Kenna Says, “Save Space 
-- Slide all Interior 
Doors on 


Single and Double Door 
‘Applications 


“=| 1 Jay G. Mc Kenna, Inc. 
ae =yghs 677 .- ; 







Available 
in Both 


ELKHART, IND. 
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J. W. Wells Lumber Co. 


Montgomery I, Alabama 
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Manufacturers 


Southern Hardwoods and Pine 










DON’T CARRY IT — 
CONVEY IT 






Cut handling costs — increase 
safety — reduce manual handling, 
with conveyors. Eliminate those 
costly time wasting steps between 
cars, piles and storage sheds. 
Let conveyors provide fast, low- 
cost and speedy handling of your 
products. 






Get complete information today 
— write for Bulletin No. AL-37. 


STANDARD CONVEYOR COMPANY 
General Offices: 
NORTH ST. PAUL 9, MINNESOTA 















Established 1850 


Cross, Austin & Ireland 
Lumber Company 


1246 Grand St. Brooklyn 6, N. Y. 
Telephone Evergreen 8-9000 


Lumber - Timber - Millwork 








H. B. Jordan, Gen. Mgr. 
C. W. Jordan. Sales Mgr. 


C. M. Jordan, Treasurer 
J. B. Deutsch, Detroit Mg: 


Clarke County Lumber Company 
Wholesale Forest Products 


Manufacturers Boxes, Shooks, Pallets, 
Crating and Fabricated Items. 


Phone: L. D. 167 
Anderson Building 
THOMASVILLE, ALA. 


Phone: TEmple 1-2924 
834 Maccabees Bldg. 
DETROIT 2. MICH. 
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The New Improved E-ZE Latch 


Finished in two-tone baked enamel or dull brass 
For Screen or Storm Doors 
This latest development in the 
NEWELL Line has all the out- 
standing features of the Newell 
original E-ZE Latch, with the 
addition of two new features: 
1. Beautifully designed knob 

for outside, instead of handle. 
2. New designed strike plate, 
requires no mortising. 


Get Literature and Prices From Your Jobber. 














ee es 
American Car Door Roller 


EVERY YARD SHOULD HAVE ONE 


Best and cheapest helper for 
loading and unloading lumber. 


Often pays for itself in one lum- 
ber shipment. Adjustable to fit 











Can be furnished with wood or steel 
openings 5 to 6 it. wide: double beam. ‘“American’’ Logging Tools 


extension roller for door 5 to 8 
ft. wide. 


AMERICAN LOGGING TOOL CO., Evart, Mich. 


BOOKS THAT WILL INCREASE YOUR PROFITS 


AMERICAN LUMBERMAN can fill your needs for practically 
any book on any subject pertaining to Mill Work—Calculat- 
ing footage & prices—Wood Identification—Estimating—Con- 
struction, Etc. 


and Appliances best on the market. 
Write for catalog and information. 





WRITE FOR COMPLETE CATALOG 
AMERICAN LUMBERMAN, 139 N. Clark St., Chicago 








THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 











NORTHERN HARDWOOD 
PRICE LIST SERVICE 


Issued By 


be BROUGHTON 





77 baling Co. 
m= 305 So. 5th St. =< 





Saale 
Minneapolis 15, Minn. 

Subscription price $12.00 per year from March 1. 
Send for particulars. 


























March 29, 1947, AMERICAN LUMBERMAN & 





sig’ 
mo 
| 
unt 
( 
rel 
the 
the 
to 
this 
wea 
I 
mai 
hell 
bet! 


Cu 
Ou 

| 
Nat 
pro 
sam 
abo 
mil 
soft 
prov 
ing 
and 
par 
pro 
shi 
per 
194 
abo 
wer 


tion 
feet 
feet 
OLY 


the 


Bu 





7 
9 
A. 


er 





r steel 

Tools 
.arket. 
1ation. 


lich. 


FITS 













Sellers’ Market Continues 
With No Break in Prospect 


Reports indicate that a sellers’ market continues to 
exist for most types of lumber, although there were 
signs that chaotic conditions prevailing for the past four 
months are changing for the better. 

Production continued to set post-war records and 
unfilled orders at the mills were slowly diminishing. 

Observers in some parts of the country reported a 
reluctance on the part of buyers to purchase anything 
they cannot sell at once. Although the resistance on 
the part of contractors and prospective home builders 
to high lumber prices continues, it was expected that 
this resistance would weaken with better construction 
weather. 

However, forecasters saw no immediate break in the 
market. It’s anybody’s guess, but some prognosticators 
helieve it may be late summer before a change for the 
better may be expected. 


Current Statistics on 
Output and Distribution 


Lumber shipments of 405 mills reporting to the 
National Lumber Trade Barometer were 3 percent above 
production for the week ending Mar. 8, 1947. In the 
same week new orders of those mills were 30.4 percent 
above production. Unfilled order files of the reporting 
mills amounted to 70 percent of stocks. For reporting 
softwood mills, unfilled orders are equivalent to 27 days’ 
production. For the year-to-date, shipments of report- 
ing identical mills were 13 percent above production 
and orders were 20.2 percent above production. Com- 
pared to the average corresponding week of 1935-1939, 
production of reporting mills was 26.8 percent above; 
shipments were 21.7 percent above; orders were 50.1 
percent above. Compared to the corresponding week in 
1946, production of reporting mills was 14 percent 
above; shipments were 7.3 percent above and new orders 
were 48.2 percent above. 


West Coast 


Both orders and production jumped to a new post-war 
high, H. V. Simpson, executive vice president, West 
Coast Lumbermen’s Association, reported. Total pro- 
duction for the first nine weeks of 1947 was 1,114,- 
166,000 feet as compared with production for a similar 
period in 1946 of 976,730,000 feet. Shipments during 
February averaged 136,881,000 feet, a higher level than 
any reached during 1946. Orders sky-rocketed to a new 
post-war high, averaging 153,241,000 board feet in Feb- 
ruary. 


Western Pine 


The 103 mills reporting to the Western Pine Associa- 
tion for the week ending Mar. 8, 1947 cut 52,044,000 
leet. The same week a year ago the cut was 41,206,000 
leet. Shipments were 58,964,000 feet compared with 
1,478,000 feet a year ago. Unfilled orders on file at 
the end of the week stood at 172,228,000 feet compared 
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wool 


SHIPPED FROM STOCK 


Your needs may be here now! The most 
panels anywhere under one roof... Fir, 
Pine, Gum, Birch and Figured Woods .. . 
the best-glued plywood available...regu- 
lar, water-resistant and waterproof types 
.»-Plywood specialiies...single-ply veneers. 
WRITE TODAY for “Teleply Ticker” current 
warehouse list ... Aetna Plywood & Veneer 
Company, 1732 Elston Av., Chicago 22, Ill. 


Nour S\MPLIFIED INSTALLATIONS 
**" FOR SNUG FITTING WINDOWS 


WITH NO BINDING..NO RATTLE..NO WEATHER INFILTRATION 








The spring plunger of each Air-tite Window 
Stay exerts 18 pounds of pressure which 
holds sash firmly against parting beads and 
brings check rails tightly together. This 
plunger automatically adjusts for wood ex- 
pansion permitting windows to slide freely 
= at all times. 


Air-tite Window 
Stays eliminate the 
need for weights, 
balancers, cords and 
pulleys — conserve 
materials ordinarily 
used for weight-wells 
— and do away 
with exterior weath- 
er stripping. 


Write for descrip- 


tive folders and 
prices. 


WINDOW STAY COMPANY, CHICOPEE, MASSACHUSETTS 
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Far less replacement will be needed 
in the next generation if lumber 
used now is protected against rot 
and termites with 


| 


| REG.U.S.PAT.OFE 9 





The Original 
Modern Wood Preservative 


Scores of manufacturers—thousands | 
of dealers and builders—have found 
it the best investment possible in 
wood preservation. 





Specify 
“Par-Tox Treated” 


on your next order. 














IRA PARKER & SONS CO. 


OSHKOSH, WISCONSIN 


80 years of service 
to the sash and door 
industry. 








—L. H. LL. 


Lumber Corp., Carlton, Ore. 


Manufacturers 


Douglas Fir 


A Sustained Yield Operation 


Please bear with us during this trying period 
when we're unable to book any additional orders. 


E. J. Linke, Pres. Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 


Oniswold 


Douglas Fir 
Pine, Cedar 
Hemlock 





Lumber 
Wholesale 


Much as we should like to, right now we can't add 
any new customers but we do solicit your friendship 
and good will. 










LUMBER CO. 
PORTLAND, ORE. 


THE GRISWOLO 
FAILING BLOG. 
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LUMBER MARKET 





with 255,206,000 for the corresponding week in 1946, 
Gross stocks stood at 602,371,000 feet compared with 
587,241,000 feet a year ago. 


Southern Pine 


Production of Southern Pine by the 107 mills report- 
ing to the Southern Pine Association for the week end- 
ing Mar. 15, 1947 amounted to 17,822,000 feet. This 
was 7.42 percent above the three-year average for the 
same mills. Shipments for the week of Mar. 15 amounted 
to 17,173,000 feet. This was 3.64 percent below produc- 
tion for the week. Orders placed during the week 
amounted to 17,155,000 feet or 3.74 percent below pro- 
duction. 


Northern Pine 


Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Associ- 
ation for the week ending Mar. 8, 1947 totaled 420,000 
feet. The same week a year ago the cut was 280,000 feet. 
Shipments during the current week were 1,115,000 feet 
compared with 950,000 feet a year ago. New business 
booked amounted to 240,000 feet compared with 790,000 
feet for the same week in 1946. Unfilled orders on Mar. 
8 stood at 5,685,000 feet and gross stocks were 24,- 
740,000 feet. 


In the Market Centers 

TACOMA—Four Tacoma plywood plants are threat- 
ened by a strike over the elimination of piecework. 
Deadline is April 8. Logs continue to be scarce. One 
mill at nearby Bremerton is offering to pay $24 per 
thousand for 12 foot, 14 foot or 16 foot fir or hemlock; 
or $25 per thousand for eight-foot fir or hemlock. 


SEATTLE — Logging has now been resumed in 
nearly all camps up to 2,000 foot altitude. Uppers con- 
tinue to be scarcest items with all kinds of prices. Any- 
where from $40 to $100 over appears to be a starting 
figure. Green common sells for around $20 over and 
boards for $25. As high as $95 is being paid for tim- 
bers. No.2 common and better brings $55 with plank 
selling about the same. Yards do not have balanced 
stocks. Householders or small contractors must do con- 
siderable shopping to find what he wants; frequently 
he is forced to accept substitutes. 


MEMPHIS—Hardwood production is more than 8? 
percent of normal, but buyers are balking at the pre- 
vailing high prices. Oak flooring factories are pro- 
ducing more than twice as much flooring as they did 
a year ago. Retail dealers are getting more pine for 
building purposes, but most of it is coming from the 
smaller mills. Dealers consider softwood prices exorbi- 
tant, but stocks are being reinforced by hardwoods 
which are beginning to arrive by truck. 


KANSAS CITY—Box car shortage is affecting re- 
tail yards. Distribution, too, has been slowed by heavy 
snow storms. Kiln-dried lumber is commanding pre- 
miums of about $15 per thousand over air-dried lumber. 
No set price lists. Prices are arrived at by bargaining. 
Inventories in 136 retail yards in this area on Feb. 1 
were 91 percent larger than a year ago; wholesale stocks 
were up 61 percent. Considering stocks a year ago, this 








does not mean that distributors have much of an in- 
ventory. 
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Long Leaf and Short Leaf 


Yellow Pine Lumber 


Band Sawn 


Boards @ Dimension @ Timbers 
Flooring @ Ceiling @ Siding 


Properly Manufactured 
Correctly Seasoned 
and 
Carefully Loaded 


KILN DRIED or AIR DRIED 
Write — Wire — Phone 


Send us your inquiries 


Shipping Point: Fitzgerald, Ga. on S.A.L.RR. 


Campbell Coal Co. 


238 Marietta Street, N.W. 
P.O. Box 1498 


ATLANTA 1, GEORGIA 














Through home and housekeeping advertising 
. . through trade journal publicity ... 
through direct mail and consumer literature... 


Creo-Dipt has been creating a greater public Mi 
appreciation of the beauty, durability, and true 
economy of Creo-Dipt stains... 


In your association with Creo-Dipt, you become a partner in the goodwill of 
the company, the quality reputation earned by its products since 1909 — ever 
since Creo-Dipt created the first pre-stained shingle. 


Creo-Dipt invites your inquiry. 


"PLUS" VALUES ONLY CREO-DIPT GIVES YOU! 


A World of Color 

The New Beauty of “*CREO-DIPT’S Outside Look” 
The Long Life of CREO-DIPT’S Preserving-Oil Stains 
Promotional and Merchandising Service 

National Trade Paper and Consumer Advertising 
Unprecedented Public Acceptance and Demand 


The “Know How and Show How” of America’s First 
Stained Shingle Manufacturer 


CREO-DI P Tco.ine 


Founded 1909 


NORTH TONAWANDA, N. Y., U. S. A. 
CREO-DIPT OF CANADA, LTD., VANCOUVER, B. C. 


t++++4+++ 


Burtpinc Propucts MERCHANDISER, March 29, 1947 








Sitka Spruce Lumber 


and 


Box Shook 


POLSON 
Lumber & Shingle Mills 


Division of 


Polson Logging Company 


Hoquiam, Washington 
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PAUL B. BERRY 


Wholesale ~ Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick- 
er hardwoods, mostly 4/4” & 5/4” 
KD or AD. Send me your stock 
and price lists. 
















The Maple and 
Birch Flooring that 
buyers every- 
where look to for 
the utmost in floor- 
ing values. 


pW WELLS 





LUMBER COMPANY 


MANY EFACTHURERS 


MENOMINEE, MICHIGAN 





Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumbe: Dealers 
for 52 years 


LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Bivd., Chicago 4, all. 











MINER’S EDGER WITH SKF BALL BEARINGS 


SPECIAL FEATURES 


Variable feed for light power guide rail 


Lightest running 


and spurs make STRAIGHT lumber, well 
balanced mandrel, now creosoted frame IT 


CLEARS ITS COST IN 30 TO 60 DAYS 


MINER EDGER WORKS, Phone 1292, Meridian, Miss. 








NEW DIESEL ENGINES 
75 H.P. CHRYSLER Industrial Power Units 


6 Cylinder oomaieee with batteries & 
TWIN DISC CLUTCHES 


OTHER DIESELS 


ALJON DIESEL CO., INC. 
904 Pacific St. Brooklyn, N. Y. 








FOR SALE 


Large, profitable Lumber and 
Building Material Business 


—annual sales $500,000 to $700,000. 
North Central Illinois — excellent 
future. Address K-21, American 
Lumberman, Inc. 

















Horace Irvine, Weyerhaeuser 
Officer and Director, Dies 


Horace H. Irvine, 69, officer and 
director in the Weyerhaeuser affili- 
ated companies, died Feb. 26 in St. 
Paul, Minn. 

At the time of his death Mr. 
Irvine was president, Weyerhaeuser 
Timber company ; president, Thomp- 
son yards Inc.; vice president, 
Weyerhaeuser Sales company; di- 
rector, Wood Conversion company 
and General Timber service, Inc. 

Mr. Irvine’s long familiarity and 
close association with the timber 
and forest products industry made 
his contribution to these enterprises 
of great value. He was the son of 
Thomas Irvine, an early partner of 
Frederick Weyerhaeuser. Follow- 
ing graduation from school, he be- 
came associated with his father in 
the lumber industry. 


Wilson Lumber Company 
Opens Midwest Office 


A. K. Wilson Lumber company, 
Portland, Ore., has opened a new 
middle western sales office at 53 W. 


Jackson boulevard, Chicago, in 


zz 


F. L. Brown 


charge of F. L. Brown. A. K. Wil- 
son company is a manufacturer and 
wholesaler of redwood lumber, 
Douglas fir, and Ponderosa pine. 





UidlF NMFS 


Companies Announce 


West Sipe LUMBER COMPANY, 
Bloomington, Ind., is being formed 
by W. J. Henry, former manager 
of the Pike Lumber company and 
H. J. Edwards. 


G. Harold King, president and 
general manager, KING LUMBER [N- 
pustRIES, Canton, Miss., announces 
the purchase of the plants, timber 
and inventories of the King-Kd- 
wards-Fuller company, St. Francis- 
ville, La., and the Crawford com- 
pany, Bay Springs, Miss. Both of 
the newly acquired plants will op- 
erate as divisions of the King Lum- 
ber industries. The company will 
maintain general sales and executive 
offices in Canton. 


H. J. Sanderson, formerly with 
the U. S. Gypsum company, is open- 
ing his own building products busi- 
ness at 405 N. Port, Corpus Christi, 
Tex. The SANDERSON SUPPLY COM- 
PANY will engage in the general 
building material business and spe- 
cialties. 


Purchase of a 42-acre plant site 
in Santa Clara, Calif., and plans to 
erect a Fiberglas factory there, have 
been announced by OWENS-CorN- 
ING FIBERGLAS CORPORATION, ‘lo- 
ledo, Ohio. 


Plans for the new plant to be 
constructed by STERLING ‘Tool 
Propucts COMPANY, Chicago manu- 
facturer of portable sanding ma- 
chines, have been announced by 5. 
A. Crosby, president. 


There has been a change of own- 
ership in the Coates VILLE LuM- 
BER COMPANY, AMO HARDWARE AND 
LUMBER COMPANY and the CLAYTON 
HARDWARE AND LUMBER COMPANY. 
New company owners are Jess M. 
Baker, president; Delbert Shuler, 
vice president and Arnold G. Baker, 
secretary-treasurer. 

HomEOLA, Chicago, has been se- 
lected by the Procter and Gamble 
company to furnish the first prize 
in their first postwar consumers con- 
test. Each week for five weeks one 
HomeQla model 21 will be given 
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Young and Thriving Urania Forest 


UDTRANTA 


--PIONEER IN REFORESTATION 


Urania was one of the first to begin scientific man- 
agement of its forest lands — away back in 1904. 


Today Urania has over 110,000 acres of timberland 
on a scientifically-managed, selective cutting basis. 


Forward-looking in forest policies, Urania is also 
forward-looking on other matters—quality, for in- 
stance. Urania has long recognized that customers 
served quality become regular, repeat customers. 


The URANIA LUMBER CO., Ltd. 
URANIA, LA. 


Lumber Manufacturers and Tree Farmers 
Members §S.P.A., S.P.1.B., Southern Hardwood Producers 





FOR SALE 


Hardwood Lumber 


PRIMAVERA and/or HABILLO 
(SOMETIMES CALLED WHITE MAHOGANY) 


Grade: FAS—No. 1 Common & Selects— 


No. 2 Common. 


Thickness: 4/4 and/or Thicker. 
Widths: FAS—6 inch & Wider, average 9” 
or Better. 
Common—4 inch & Wider. 
Lengths: FAS—6’ & Longer, average 10’ or 


Better. 
Common—6'’ & Longer, allowing 
small amount 4’ & 5’ developing. 


National Hardwood Grading Rules to Govern 
Reasonably Prompt Shipment—Market Prices 


PENBERTHY LUMBER CO. 


5800 South Boyle Ave. 
LOS ANGELES 11, CALIFORNIA 


Telephone KImball 5111 






















AMERICAN Lumber Handling Equipment 
for Saw Mills, Veneer Plants, Industrials 





Automatic Dry Kiln Car Lumber Stackers 

Dry Kiln Car Gravity Flow Unloaders 

Planer Feed Elevators 

Hydraulic & Electric Elevating Tables 
Semi-Automatic Dry Kiln Car Lumber Stackers 
Elevators for Stacking Dry Kiln Cars by Hand 
Electric Lumber Transfers 


Passenger, Freight & Industrial Elevators 


DESIGNERS AND MANUFACTURERS 
OF SPECIAL EQUIPMENT 






























| | 
STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 


meee ee nen 


Wire or write today for 
full particulars. 
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| the Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 

































free to the winner of that week’s 
contest. 


PORTLAND CEMENT COMPANY, SIG- 
NAL MOUNTAIN PORTLAND CEMENT 
COMPANY and TRINITY PORTLAND 
CEMENT COMPANY to form GEN- 
ERAL PORTLAND CEMENT COMPANY, 
Chicago, has been announced by 
Smith W. Storey, president of the 
new company. 


An extensive reconversion pro- 
gram at the BERGER MANUFACTUR- 
ING DIVISION No. 2 plant, REPUB- 
Lic STEEL CORPORATION, Canton, 
Ohio, for the production of house- 
hold kitchen cabinets, is virtually 
complete according to a recent an- 
nouncement. 


ENGINEERING CONTROLS INC., is 
the new corporate name of the 
firm of manufacturing, designing 
and consulting engineers, who for 
many years have operated under 
the name PACIFIC ENTERPRISE 
PRODUCTS COMPANY. Lloyd C. Har- 
bert is now president of the new 
corporation. 





Maple Flooring Manufacturers 
Moving to Oshkosh, on May 1 


Headquarters and offices of the 
Maple Flooring Manufacturers asso- 
ciation are being moved from Chi- 
cago to Oshkosh, Wis. After May 1, 
the new address will be 46 Washing- 
ton boulevard, Oshkosh, Wis. 

New officers for the current year 
are: president—W. C. Abendroth, 
Robbins Flooring company, Rhine- 
lander, Wis.; vice president—D. S. 
DeWitt, Holt Hardwood company, 
Oconto, Wis.; treasurer—W. W. 
Gamble, Jr., Yawkey-Bissell cor- 
poration, White Lake, Wis.; secre- 
fary-manager, L. M. Clady. 


Two Groups Organize Western 
Forest Industries Association 


Following a number of confer- 
ences, announcement has been made 
of the formation of a new lumber 
trade association known as the West- 
ern Forest ‘Industries association. 
Built around a nucleus of two ex- 
isting groups, the Pacific Lumber 
Remanufacturers association and the 
Western Association of Lumbermen 
and Loggers, the new organization 
will serve independent timberland 
owners, loggers, lumber manufac- 
turers, remanufacturers and dis- 
tributors in all the western states. 





Write for Catalogue 








ENGLISH TYPE-- RAIL AND HURDLE FENCE 
LARGE STOCK -- PROMPT SHIPMENTS 


WOOD PRODUCTS COMPANY 


® TOLEDO 12, OHIO 
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We would like to list here in this space sev- 
eral carloads of hard to get items. But despite 
our every effort we have not been able to 
accumulate an inventory to call to your at- 
tention. As soon as we can do so the indi- 
vidual items will be listed in this space. 


(Lidl. 


WELLE. 








Headquarters will be in Portland, 
Ore. 

Officers chosen for the current 
year are: president—J. H. Jones, 
Eugene, Ore.; vice presidents—Ray- 
mond Lewis, Raymond, Wash., D. W., 
Gill, Canyonville, Ore., Geo. fh, 
Owen, HKugene; secretary —R. J, 
Ultican Jr., Aberdeen, Wash. ; treas- 
urer — Fred Harris, Cottage Grove, 
Ore. R. T. Titus, serving as execu- 
tive secretary of the Pacific Lumber 
Remanufacturers association, has 
been retained to manage the consoli- 
dated organization. 





Survey Shows Corner Windows 
Are Gaining in Popularity 


A recent survey conducted by 
Ponderosa Pine woodwork, to de- 
termine which special types of win- 
dows are most preferred by pros- 
pective home owners, showed that 
44.6 percent of those interviewed 
prefer corner windows. It showed 
also that corner windows are rela- 
tively more popular in the Moun- 
tain and Pacific coast regions. 


Michigan Sponsoring Second 
30-Day Retail Lumber Course 


The second 30-day retail lumber 
training course will start April 14 
at the Michigan State college, Hast 
Lansing, Mich. 

The course is being sponsored by 
the Michigan Retail Lumber Deal- 
ers association in cooperation with 
the National’s educational program 
for those interested in entering the 
retail Jumber field. 

Seventy-five percent of the classes 
will be conducted by men from in- 
dustry who are outstanding in their 
particular fields. Classes will © be 
limited to 35 students. Those in- 
terested should contact Hunter M. 
Gaines, secretary, Michigan Retail 
Lumber Dealers association, 1009 
Bank of Lansing building, Lansing 
16, Mich. 


Promotions and Appointments 


CLARENCE F, HERRMANN has been 
been appointed manager of the Los 
Angeles office of the George 8. Lacey 
company, hardware manufacturers 
representative. 


FRepDERICK HENRICH, former 
president of the Henrich Lumber 
Inec., Buffalo, N. Y., has been named 
chairman. GrorGeE H. Pearce, for- 
mer vice president, has been named 
president; and Baron L. PARKER, 
former secretary and treasurer, was 
named vice president and secretary. 


FrepERICK H. VoGEL, wood tech- 
nologist, has joined the laboratory 
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stuff of the Timber Engineering 
company, Washington, D. C. Vogel 
ig x» senior member of the Society 
of American Foresters and belongs 
to the American Forestry associa- 
tion. 





Shevlin Pine Sales company, 
Minneapolis, announces the election 
of Herspert A. HaBeck to vice 
president and his appointment as 
sales director of the company. He 
succeeds the late L. O. Taylor who 
died Feb. 16. 


Appointment of James EK, HANps 
to the post of assistant manager of 
the eastern division of the Georgia 
Hardwood Lumber company, New 
York, has been announced. Prior 
to army service Mr. Hands was as- 
sociated with west coast fir mills 
and distribution yards. 


WittiAM H. Mars has been ap- 
pointed western sales manager of 
Marsh Wall Products Ine., Dover, 
Ohio. Mr. Marsh will serve the 
western states, with headquarters at 
1628 Webster street, Oakland, Calif. 


Henry M. Woatscu has been ap- 
pointed purchasing agent of L. Son- 
neborn Sons, Inc., New York. In 
assuming complete charge of the 
purchasing department, he succeeds 
the late F. W. Werner. 


JoHN H, Emery has been elected 
vice president and sales manager of 
Roberts & Mander corporation, Hat- 
boro, Pa., manufacturers of ranges 
and steel kitchen cabinets. 


ltALpH D, Hotcoms has been ap- 
pointed general sales manager of 
llarnischfeger corporation, Mil- 
waukee. He will direct the sales of 
all P&H products. Mr. Holeomb 
has been associated with the com- 
pany for 18 years. 


R. S. WHITLEY, vice president in 
charge of production, Curtis com- 
panies Inc., Clinton, Iowa, will re- 
tire April 1. He has been with the 
company since 1912 and a vice 
president since 1919. He will be 
succeeded by H. C. SNYDER who 
has been his assistant. HAROLD 
PuRVIS, division manager of the 
company at Minneapolis, retired 
Feb. 1 and has been succeeded by 
H. O. Suge. 


PROF. STEPHEN H. SpuTt of the 
Harvard Forest has recently be- 
come associated in an advisory ca- 
pacity, with the James W. Sewall 
company, consulting foresters, of 
Old Town, Me., and Port Arthur, 
Ont. Professor Spurr is now in 


charge of forestry research at Har- 
vard. 
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GRATELESS 
AIR COOLED 


REFUSE 
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ENGINEERING SERVICE & ESTIMATES 
FURNISHED WITHOUT CHARGE 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 
HOUSTON 1, TEXAS 


LINDSEY ~ :z22e. / 


La Positia 
Self-Loading = Z022-" 
Skidders 


are used with 
either team or 
tractor. On 
short hauls, 
snaking, and 
bunching logs, 
they are unex- 
celled. 


LINDSEY 
WAGON CO. 


Sole Manufacturers 
Laurel, - Miss. 














pearance is essential, 


time, simplify fitting 
at corners and along 
window and door 
frames, give added pro- 
tection, by using indi- 
vidual zinc corner strips. . Made of 
oxidized zinc... will not stain. Lengths 
suitable for any Asbestos Siding Shingle. 
For complete details write 


BUGHER MANUFACTURING CO. 


211 S. Main Street 









Kokomo, Ind. 


On every Asbestos 
Siding job, where ap- 


you can save valuable 





ATTENTION-- 


CARLOAD PLYWOOD BUYERS 


We: Have Cars Of Douglas Fir Plywood 
Write Us Your Needs 


JIM'S LUMBER & BOX CO. 


K1-3693—1246 Firestone Blvd.—Los Angeles |, Cal. 
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ADVERTISING 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classified 
advertising section in its field. 


All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders allowed. 
For advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. Publisher reserves right to classify. 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 


Rates — Cash With Order 
Minimum Charge $2.00 
For one or two insertions 10c per word per in- 
sertion, with minimum charge of 50c per line. 


Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 


Six or more insertions 8c per word, per inser- 
tion, with minimum charge of 40c per line. 


There are approximately 5 words to a line and 
when less are specified or used, regular line 
rate is charged. 


When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark St., Chicago 2, Illinois 








HELP WANTED 


Wanted Salesmen to sell Sateen Minn. and 
Mich, lumber, both Softwoods & Hardwoods, 
on commission. Forest Products Co., N. W. 
Bank Bldg., Minneapolis, Minn 











Wanted: Lumber grader for ag em Yard 
on Hardwoods and White Pine. Steady work. 

union scale. Addess E-42, American Canta. 
man. 





Highly experienced man, preferably 30 to 40 
years for general sales and clerical work. 
Permanent position, excellent wages, and best 
working conditions. Selling experience neces- 
sary, drafting and estimating experience 
beneficial. An excellent opportunity to join 
one of the country’s largest retail building 
material stores. ive all qualifications in 
detail. Whelan Lumber Company, Inc., To- 
peka, Kansas. 





Yard Manager for live S. Wisconsin town 
of 1300. handling lumber, fA cas roofing. 
No cement, coal or brick. Would consider a 
good second man about 30. Address J-24, 
American Lumberman, Inc. 





WANTED—at once—window frame nailer man 
with moulder experience. Bench man. State 
age and wages wanted. A. G. SHARP 
LUMBER CO., 1224 Brittain Street, Youngs- 
town 1 hio. 





GENERAL SUPERINTENDENT — The General 
Manager of a woodworking plant operating 
their own sawmills requires the services of 
an assistant versed in all phases of mill and 
lant operation. This plant is located in 
lorthern Wisconsin on Lake Superior. Write 
giving full details of past experiences, age, 
etc., to Box K-23, American Lumberman, Inc. 





WANTED: Capable and experienced lumber- 
man for position as Division Superintendent 
for line _— ne Address K-24, Ameri- 
can Lumberman, 


él 




















HELP WANTED 


WANTED: Manager's Assistant. Wholesale 
hardwood yard & sawmill operation. Experi- 
ence helpful but not necessary. Unusual op- 
portunity. State qualifications, full details. 
and salary expected first letter. PIKE LUM- 
BER SALES, INC., Akron, Indiana. 











Bookkeeper-typist. with knowledge of retail 
building materials. Ellenville Lumber Co., 
Ellenville, New York. 





EXPERIENCED MAN: Age 30 to 40 to assist 
owner of southern Ohio lumber yard, popula- 
tion 6,500. Must be able to handle sales— 
estimating—small house and farm construc- 
tion. Complete h ty and good habits are 
main requirements. State age—experience 
and salary expected. This job offers future 
security for the right man. Address J-46, 
American Lumberman, Inc. 








Yard Manager Wanted 
Southern Minnesota city of 20,000. Must be 
top notch man capable of handling heavy 
volume. All replies confidential. Address 
J-47. American Lumberman, Inc. 


SITUATIONS WANTED 


WANTED to represent manufacturer or whole- 
saler of West Coasi species and Western 
Pines. Commission basis only. No drawing 
account necessary. Would invest some capi- 
tal if desired. Have a large number of dis- 
count volume customers in Pennsylvania and 
adjacent ong Have been selling these 
same accounts for more than twenty years. 
Also experienced in the sale and —— of 
Yellow Pine and Hardwoods. rite G-59 
American Lumberman, Inc. 








Position Wanted 
Salesman with large following among dealers, 
architects and contractors in Upstate New 
York and part of New England desires to 
make a change. Confident he is in position to 
substantially increase your sales. With pres- 
ent connections several years, but for very 
ood reasons a change is desirable. Address 
-24, American Lumberman, Inc. 


SALESMAN 


Years of experience in millwork. lumber, 
building products. Estimating, detailing, 
wholesale and retail sales experience. Quali- 
fied to assume responsibility. Age 46, well 
educated. Prefer Washington, Oregon, Idaho, 
Mont or Wyoming. Address J-35, American 








MILLWORK SUPERINTENDENT 
Capable of taking charge of a special mill- 
work factory in Omaha employing about 30 
men. Must be able to detail and bill. Ad- 
dress J-49, American Lumberman, Inc. 





WANTED: . Cabinet makers, sash and door 
men, moulder and shaper operators to work 
in a modern, well equipped union shop. High 
wages paid with excellent living conditions 
available. Apply: A. Mason & Sons, Inc., 
Peru. New York. 





Assistant _——— by old, well established 
Pine and Hardwood exporting firm, with 
mill ownership. located in New Orleans. 
Prefer one having experience in exportin 
Pine and Hardwoods to all markets, wit 
knowledge of manufacture. Write, giving 
full business experience. age, and family 
 onguaa Address J-60, American Lumberman, 
Co 





WANTED: Young man as assistant manager 
of lumber yard in good town. Address K-25, 
American Lumberman, Inc. 





WANTED: Man with experience and ability to 
manage good retail lumber yard. Address 
K-26, American Lumberman, Inc. 





WANTED: Young man with plan drawing 

experience to do sales work in retail lumber 

a Address K-27, American Lumberman, 
c. 





MILL SUPERINTENDENT—Capable of takin 
full charge of mill, detailing of stock and 
special millwork. Estimating experience pre- 
ferred but not necessary. RICHMOND ibm. 
BER CO., RICHMOND, INDIANA, 





SALES MANAGER 


We have an opening for a competent man to 
take full charge of sales in group of six re- 
tail lumber yards. A capable man with 
executive and administrative ability is wanted. 
Send complete details of your qualifications, 
age, etc. in first letter. PX + mad K-28, Ameri- 
can Lumberman, Inc. 





WANTED a’ band sawyer for right hand rig; 
eight foot mill, 14 inch gun, air dogs; excel- 
lent living conditions and satisfactory wages; 
must be fast and good grader, mostly pine. 
steady and indefinite job. No drunk need 
epply. Scotch Lumber Company, Fulton, Ala- 
ama. 





EXPERIENCED LUMBER SALESMAN 


Well established Chicago company has open- 
ing for experienced producing salesman, 
catering to industrial trade in carload and 
truckload lots. Must be aggressive and have 
ability to handle sales | mail and personal 
call. Good proposition for right man and 
= opportunity for advancement. Address 
H-22, American Lumberman, Inc. 


Lumberman, Inc. 





Western Lumberman of long experience and 
many mill contacts wants job as coast buyer 
for established eastern firm. Write Lumber 
Buyer. 716 Pacific Ave., Tacoma, Washington. 


RETAIL LUMBERMAN. Eighteen years diversi- 
fied experience including management, sales 
and merchandising. Desires position as as- 
sistant to owner or in any capacity where 
services can best be used. Eastern location 
preferred. Excellent references. Address K-22, 
American Lumberman, Inc. 








Sales or Buying position wanted. Called on 
Iowa lumber dealers and contractors 10 years 
selling millwork, roofing. insulation. Lumber 
yard experience. Purchasing agent and sales 
manager six years private industry. Buyer 
five years for munitions plant. Address K-30, 
American Lumberman, Inc. 


EXPERIENCED LUMBER SALESMAN 


Want to represent manufacturer of Wisconsin 
er Michigan white pine and hardwoods, 
commission basis only, New England terri- 
tory, long established trade best industrials 
and large retailers, and shipbuilders. High 
class northern references. Address K-31, 
American Lumberman, Inc. 


SALESMAN: Packaging Engineer thirty five 
vears experience, box shooks and plywood. 
Recently two years with Forest Products at 
Madison. Would also like to contact South- 
ern Mill with facilities to manufacture large 
cleated paneled shooks in large volume. 
Address J-20, American Lumberman, Inc. 











Experienced man wishes to invest time and 
money in retail lumber or building material 
yard in Chicago area. Address J-53, Ameri- 
can Lumberman, Inc. 


LUMBER & DIMENSION WANTED 


LUMBER AND LOGS WANTED 


Southern Hardwoods: 

50.000’ No. 1 Common and Better. Pln or Qtd 
Sap Gum. 

50,000’ No. 1 Common and Better. Pln or Qtd 
Black Gum. 

50.000‘ No. 1 Common and Better, Tupelo. 

50.000’ No. 1 Common and Better, Red Oak. 

50% 4/4°'. 25% 5/4’, 25% 8/4’. 

To be NHLA inspected for buyer’s account. 

Appalachian Hardwoods: 

150,000’ No. 1 Common and Better. Pin Red 


Oak. 
— No. 1 Common and Better, Pin White 


ak, 
SO% 4/4°°. 25% 5/4°. B% 8/6". 
To be NHLA inspected for buyer’s account. 
500,000° Oak Switch Ties 6’’x10"’. 
100,000’ Oak Car Material. 

ERNEST SEIDELMANN CORP. 
Woolworth Bldg... New York 7, N. Y. 














Retail yard 25 years in business wants soft- 
wood lumber, Yellow Pine, Ponderosa, Fir, 
White Pine, Hemlock, green or dry. small or 
large mill stock. Address Box 662, Saginaw, 
Michigan. 





Young man with some experience as assistant 
manager and accountant of retail lumber and 
coal company. with a view of management 
soon as possible. Saas opportunity for 
right —. Address F-23, American Lumber- 
man, Inc. 


62 





WANTED: Car per month 4 & 5/4 Cherry, 
green or dry. cars 4/4 C&B Poplar. 1 
car 8/4 C&B Poplar. 1 car 4/4 C&B Mag- 
nolia. 1 Car 4/4 C&B band sawn Sap Gum. 
3 cars 56 6/4 A/D Red Oak. PIKE LUMBER 
SALES, Inc., Akron, Indiana. 











LUMBER & DIMENSION WANTED 








Dear Lumber Mill:— 

Will you please help us out of our dilemma 
by accepting our orders for the following 
stock. We'll take delivery subject to your 
convenience, only PLEASE take our order, re- 
gardless of what your price may be 


Width Length Width Length 
BY"? x 1734" 83," x 16" 


x 18°’ Is 
\,'" Plywood, Basswood. Poplar and/or 
Gum; carloads. 


Above listed cut stock must be manufactured 
from a kiln-dried. clear, light weight, soft 
textured Western Pine, and/or Bass- 
wood: EVEN THICKNESS. SQUARELY CUT 
AND EQUALIZED to 1/32” tolerance; D2S to 
9/32 thickness; glued-up stock panes. if 
available. We'll take delivery of a car per 
day or any quantity or sizes you may care 
to furnish. We shall be looking forward 
hopefully to = favorable response. 
ery truly yours, 
Address G-53 American Lumberman, Inc. 





Wanted to place carload orders K.D. cleated 
Plywood Cases. Write for specifications. Ad- 
dress H-46, American Lumberman, Inc. 





Wanted two cars 3/20 Three-Ply Plywood, 
Box Grade: 
5,000 Pieces 
5.000 Pieces 
5,000 Pieces 8: 
Quote prices St. Louis and earliest delivery 
first car. 
Bigelow Garcon, Lumber Co. 
325 West Huron St. 
Chicago 10, Illinois 





Wanted: Lath, softwood (1/2"’xl!/2"’x4’) for 
snow fences. Carloads neede at once, 
LINCRAFT, INC., BURLINGTON, N. J. 





WANTED: Car of ae dry birch squares, 
white or yellow. A. A. Paper Co., Room 105, 
43 Leon Street. Boston, Mass. 





Wanted to Bu 
in Mixed Carloads of Following: 
Doors and Window Trim in Sets 
Mouldings—8000 Series 
Above YP—WPP—Fir or Redwood 
Window Frames, WPP 
Doors—WPP or Fir 
Plywood—Fir 
Flooring—Oak, Fir & WPP 
Stirling Lumber Company 
Pittsburgh 21, Penna. 





Wanted by responsible firm. C/L shipments 
from Western Mills 4/4 lumber suitable step- 
ladder = milled to pattern preferably cut 
to length and dadoed. Address H-49, Ameri- 
can Lumberman, Inc. 





USED MACHINERY WANTED 








Will trade stock sash, doors, general millwork 
and building materials for self-feed ripsaw. 
9-foot equalizer, 48° double deck sander or 
other sash and door machines. Write Box No. 
C-60, American Lumberman. 





WANTED 


Band Resaws — Chain Feed Straight 
Line Gang and Rip Saws — Planers 
Matchers — Molders — and all other 
kinds of woodworking machinery. 


Keystone Machinery Company 
324—4th Ave., Pittsburgh, Pa. 





Wanted to buy—new or used 100”, or smaller, 
Sheridan Clipper. Wire or phone Mississippi 
Products, Inc., 3-5403, Jackson, Mississippi. 





WANTED—Chain Bed Band Resaw and Hori- 
zontal Slab Band Resaw, 4 to 5 foot wheel 
diameter. Dierks Lumber & Coal Company, 
1006 Grand Avenue, Kansas City, Missouri. 


March 29, 1947, AMERICAN LUMBERMAN & 





